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Consensus: 


Ad Budgets 


to Rise Slightly in ‘58 


Advertisers Ready to 
Spend—or Cut Ads if 
Necessary, AA Finds 


Curcaco, Dec. 19—Agency ex- 
ecutives around the country see no 
gloom on the horizon in 1958. 

A spot check this week by Ap- 
VERTISING AGE of top bracket agen- 
cies, which will bill approximately 
$2 billion this year, plus some in 
medium-billing brackets, reveals 
that despite some gloomy forecasts 
for business in general, most ad- 
vertisers are planning to spend as 
much or more next year as they 
did in 1957. 


® Most of the agencies (about 
70%) forecast gains in billings for 
1958, with estimates ranging from 
a low of 2% over 1957 billings to 
as high as 15%. The outlook is not 
as optimistic as it was last year, 
but the forecast is still upward, 
contrary to widespread reports of a 
tough business year ahead. 

The survey results indicate that 
advertisers are not expecting a bad 
sales year. If a recession seemed 
imminent to company executives, 
they undoubtedly would trim ad- 
vertising budgets to fit shrinking 
markets. 


s The survey results indicate this 
is not yet the case. In the highly 
competitive consumer goods fields, 
where the picture can change al- 
most overnight, advertisers are 
ready to plan on expenditures 
about the same as 1957, but they’re 
also ready to cut back quickly if 
necessary. The feeling seems to 
be, “Let’s go with about the same 
—but.” 

Further, agency executives re- 
port little hesitation on the part 
of advertisers to complete the 
planning of next year’s ad budget, 


which would seem to indicate that | pa 


advertisers are not holding back 


because of feelings of uncertainty 
about ’58. 


s Here’s what the agency men 
questioned by ADVERTISING AGE 
had to say about budgets for 58: 
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Dave Danforth, Batten, Barton, va 


Durstine & Osborn: Budgets for 
next year are “not expected to go 
under those of 1957,” with the 
agency anticipating a 5% increase 
in client billings. 


Kenyon & Eckhardt: “Right now 
the picture is uneven. Budgets are 
predicated on expectations of what 
sales will be.” 


J. Walter Thompson Co.: A 
spokesman said the agency is “very 
bullish about 1958. In every case 
I’m aware of,” he said, “I think 

(Continued on Page 49) 


gre MPH SEDAN ONLY 1699 | 
INVASION—Standard-Triumph Mo- 
tor Co. will break a six-month 
$170,000 campaign in January. 
Eight magazines, including The 
Saturday Evening Post, 27 newspa- 
pers and radio will be used. Gore, 
Smith & Greenland is the agency. 


Virginia Asked to End 
Media Tax Exemption 


Norfolk Mayor's Plan 
Would Subject Ads :. 
State’s Business Excise 


NorFo“k, VA., Dec. 18—Adver- 
tising groups in this big naval port 
prepared for action today as Mayor 
W. Fred Duckworth reiterated his 
intention to press for legislation 
authorizing the city to put a tax on 
newspaper and radio-tv advertis- 
ing. 

The city council had already sig- 
nified its support for the ad tax 
idea when the mayor issued a 
statement today explaining that the 
tax plan simply seeks to require 
newspapers and broadcast stations 
to pay the same kind of business 
taxes that retailers are required to 


y. 
The ad tax idea cropped up here 


Benton & Bowles Gets New Account as 
Parker Buys Eversharp Pen Business 


Tatham-Laird Will Keep 
Parker; Eversharp Inc. 
Retains Shaving Division 


JANESVILLE, Wis., Dec. 19——Park- 
er Pen Co. today announced the ac- 
quisition of the writing instrument 
division of Eversharp Inc., effec- 
tive Jan. 1. Eversharp Inc. will 
continue to operate its shaving di- 
vision, which was not involved in 
the transaction. 

George A. Eddy, formerly do- 
mestic advertising manager of 
Parker, moves over to the newly 
formed Eversharp Pen Co. as mar- 
keting manager, and one of his 
first actions in this capacity was to 
name Benton & Bowles as Ever- 
sharp’s agency, effective immedi- 
ately. The account has been han- 
died by Cunningham & Walsh. 

Tatham-Laird continues as agen- 
cy for Parker Pen Co., and Cun- 


ningham & Walsh will continue to 


handle the Eversharp shaving 
equipment account. 
® David G. Watrous, who left 


Tatham-Laird to join Benton & 
Bowles just two weeks ago (AA, 
Dec. 9), will be account supervisor 
on the Eversharp account. Mr. 
Watrous was advertising director 
of Parker before joining Tatham- 
Laird in 1952; his successor at 
Parker was George Eddy. 

In April, 1955, Parker moved its 
account from J. Walter Thompson 
Co., Chicago, to Tatham-Laird. 

Eversharp’s pen business has 
been anything but robust in recent 
years, and advertising has been 
negligible. Mr. Eddy told Apvertis- 
ING AGE that no ad budget has 
been set for ’58, but if Eversharp 
follows the pattern that Parker has 
set over the years it can be as- 


(Continued on Page 8) 


a week ago when the mayor com- 
plained that newspapers and 
broadcast stations got off “scot 
free” on business taxes which re- 
tailers are required to pay. Since 
the Virginia constitution prohibits 
a license tax on newspapers, the 
mayor acknowledged, it will be 
necessary to get the approval of 
the legislature before steps can be 
taken to apply a license tax to the 
press. 


s None of the eight members of 
the Virginia legislature from this 
area have indicated their reaction 
to the ad tax proposal. 

Meanwhile the Norfolk Adver- 
tising Club has adopted a resolu- 
tion opposing any tax on advertis- 
ing, and ad club president Howard 
Stanley, WAVY, Norfolk, has 
called for a “united front” to de- 
feat the idea. A special committee 
under Daniel Goldman, a partner 
in the Cavalier Advertising Agen- 
cy, has been appointed to organize 
resistance to the tax, and arrange- 
ments have been made for James 
Proud of the Advertising Federa- 
tion of America to appear before 

(Continued on Page 46) 
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TV Boot May Have Led 
Buick to Fire Kudner 


Compton, D’Arcy, L&N, 
D-F-S, Bates, Burnett, 
B&B Vie for Big Account 


New York, Dec. 19—The biggest 
account shift in many a year—the 
$20,000,000-plus Buick account 


| |leaving Kudner Agency—had Mad- 


ison Ave. buzzing this week. 
Why had Kudner lost an account 


ARF Audience 
Study Now Up 
to Publishers 


New York, Dec. 19—The con- 
troversial, contemplated magazine 
audience study of the Advertising 
Research Foundation has been 
tossed into the hands of the pub- 
lishers. 

The “hot potato” was passed to 
the publishers yesterday after a 
two-hour meeting—closed to the 
press—at the Plaza Hotel. 

Representatives of 45 magazines 
attended the meeting and heard 
strong pleas for the study from W. 
H. (Doc) Wulfeck, assistant to the 
president of William Esty Co. and 
ARF chairman; Paul West, presi- 
dent of the Assr. of National Ad- 
vertisers; Rex M. Budd, director 
of advertising for Campbell Soup 
Co., and Ben R. Donaldson, direc- 
tor of institutional advertising for 
Ford Motor Co. 

The publishers were then given 
an opportunity to state their opir- 
ions. It was suggested that the ARF 
refer the plan for the study to the 
Magazine Publishers Assn. and the 
ARF accepted this suggestion at the 
December board meeting held im- 
mediately after the get-together 
with the publishers. 


s In a statement issued today, the 
ARF said the board resolved that 
a study of the plan “indicates its 
practicality. However, in view of 


(Continued on Page 49) 


Last Minute News Flashes 


Bon Ami to Shift Account from EWRR 


New York, Dec. 20—Bon Ami Co. will name a new agency early in 
1958 to take over Jet Spray, Bon Ami powder and cake and Glass Gloss, 
all now with Erwin Wasey, Ruthrauff & Ryan (see Sun Oil story in 
adjoining column), These products had been with R&R prior to the 
merger; reportedly a product conflict with White King Soap Co., pre- 
viously with Erwin, Wasey, never was resolved, so Bon Ami decided 
to pull out. The Bon Ami account bills approximately $1,750,000. Kas- 
tor, Farrell, Chesley & Clifford continues to handle Bon Ami new prod- 


ucts in test. 


Zenith to Name New Agency Replacing Ludgin 


Cuicaco, Dec. 20—Neither Zenith Radio Corp. nor its agency Earle 
Ludgin & Co. would confirm it, but ApverTisinc Ace learned today the 
two will part company in March or April. Zenith’s radio-tv receiver 
account, billing about $1,000,000, has been in the Ludgin shop for about 
a year. Ludgin gained the account from Batten, Barton, Durstine & Os- 
born when BBDO resigned Zenith to gain Philco. Ludgin is Zenith’s 
fourth agency in the last five years. 

(Additional News Flashes on Page 53) 


it had handled for 22 years, moving 
it up from the pack to third place 
in auto sales, and creating for it a 
whole new sales personality? 

The Madison Ave. savants had 
three explanations: 
e “Personality conflict.” 
e “Sales force dissatisfaction.” 
e “The inept television handling 
of the Jackson-Patterson fight in 
September,” for which Edward T. 
Ragsdale, general manager of 
Buick and vp of General Motors, 
ultimately issued a public apology. 


= It came at the tag end of one of 
Buick’s peorest postwar sales years, 
a year which seemed likely to end 
with Buick selling a little more 
than half as many cars as it did 
during the banner year of 1955, 
when it slid triumphantly into third 
place in the industry. 

It came at the end of a year in 
which Buick dealers, long described 
as the most loyal and prosperous 
in the industry, were in loud rebel- 
lion over Buick’s conspicuous lack 
of styling and engineering improve- 
ments, and sharply critical of the 
agency’s merchandising and pro- 
motion assistance. 

Against this backdrop of expla- 
nation and inference, these things 
have happened: 


e 1. The Buick division is talking 
to a number of agencies—Compton 
Advertising, D’Arcy Advertising 
Co., Lennen & Newell, Dancer- 
Fitzgeraid-Sample, Ted Bates & 
Co., Benton & Bowles, and Leo 
Burnett Co. 


e 2. Kudner Agency underwent a 
shakeup of its executive organiza- 


(Continued on Page 52) 


Sun Oil Shifts 
75% of Account to 
Esty from EWRR 


EWRR Keeps Industrial; 
No Account Unrest Seen 
in Brown-Forman Shifts 


New York, Dec. 19—Sun Oil, 
whose $3,700,000 account has been 
oozing out of Erwin Wasey, Ruth- 
rauff & Ryan for two months, fi- 
nally settled yesterday, at William 
Esty Co. But the departure was not 
a complete loss for the recently 
merged EWRR shop, which keeps 
Sun’s industrial products. Esty, 
however, will handle more than 
75% of the oil company’s billin 

While Sun was announcing 
switch in Philadelphia, a portion of 
EWRR’s top brass was in Louis- 
ville for a conference with Brown- 
Forman execs. The agency recent- 
ly elected to hang on to Old Pores- 
ter and Farly Times whiskies by 
resigning the conflicting McKes- 
son &wobbins liquor business. 
Brown-Forman bills $5,000,000; 


\ We ortinued on Page 49) 
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Turks Set Nationalized 


‘Agency’ to 
New Unit Will Control 


Ad Rates, Sizes, as 
Well as ‘Fit’ Media 


ANKARA, Dec. 17—The Turkish 
government of Adnan Menderes 
has announced its intention of na- 
tionalizing the space brokering 
business, in a move probably 
without precedent outside the Iron 
Curtain. 

The action was regarded here 
as a further tightening of the gov- 
ernment’s grasp on newspapers in 
an attempt to stifle any criticism of 
the present regime. Turkey already 
has the most stringent press laws 
of any country outside the Soviet 
orbit. 

The Menderes government, re- 
cently returned to power in nation- 
al elections, announced in a gov- 
ernment decree that one of its first 
acts would be to set up an official 
agency to handle and distribute all 
press advertising, beginning Jan. 1. 


= The decree said the newly 
formed Turkish Press Union Of- 
ficial Announcements Co. Ltd. 
would control the placement of all 
private and commercial advertise- 
ments and announcements in daily 
newspapers, magazines and period- 
icals “to be listed’”’ soon. 

The new measure also will apply 
to the publication of all official 
announcements and judicial no- 
tices, which in the past have been 
placed by the government. 

All kinds of commercial and in- 
dustrial advertisements for local 
and imported goods and products, 
as well as ads by foreign and local 
commercial and industrial organ- 


New idea! Fluff; Mustard Sauce! 


an whip Cariation lostac! 
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HOW-TO—Carnation Co. kicks off its 
mustard sauce push with this color 
page in the Feb. 3 Life. 


Carnation Sets 
Related-Item Push 
for Instant Dry Milk 


Los ANGELES, Dec. 18—Carna- 
tion Co. will run a month-long 
promotion in February for its in- 
stant non-fat dry milk, based on 
a recipe for a “light new, fluffy 
mustard sauce,” which calls for the 
sale of related items. 

Advertising support includes a 
kick-off page in the Feb. 3 Life, 
and space in The American Week- 
ly, Family Weekly, Parade, and a 
number of local Sunday newspa- 
per sections. 

The recipe will be boosted on 
Carnation’s “Burns & Allen” show 
.CBS-TV) and “Carnation Milk 
Time,” on the Keystone Radio net- 
work. Point of sale material in- 
cludes a Bascart card reproduction 
of the ad in Life, recipe pads, and 
shelf talkers. ~ 

Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles, is the agency. # 


- 


Curb Press 


izations, come under the sweeping 
powers of the new agency. The 
agency will determine not only the 
publications in which advertising 
will be placed, but also the sizes 
and proportions of ads. 

The prices for publication of ads 
will be fixed by the government, 
the decree stated. 


s The government always has 
been ready to place its official ad- 
vertising in the newspapers where 
it will do most good—that is, most 
good for the present government. 

Withholding of official advertis- 
ing from small Turkish newspapers 
can cause severe difficulties. 

Now that the government has put 
itself in the position of being able 
to withhold practically all adver- 
tising—a vital source of income— 
it hopes to keep newspapers, mag- 
azines and periodicals toeing the 
line. 

Their volume of industrial and 
commercial advertising has in the 
past enabled the larger and more 
powerful Turkish newspapers oc- 
casionally to thumb their noses at 
the government—when they felt 
like it. Now that the government 
will be in a position to decide 
which publications are “fit” to re- 
ceive advertising, genuine criti- 
cism of the government and its 
shortcomings is likely to be stifled 
further. 


s Already Turkey has on the stat- 
ute books—as the result of the 
activities of the Menderes govern- 
ment—laws which make it an of- 
fense to hold a member of the 
government up to contempt or rid- 
icule or to publish news reports— 
no matter how genuine—which are 
considered dangerous to the gov- 
ernment, the country or its econo- 
my. # 


Two Queen Bee 
Jelly Makers 
Test Legal Stings 


New York, Dec. 18—Two adver- 
tisers of Queen Bee royal jelly 
capsules—both subjects of Post Of- 
fice complaints—have been busy 
stinging each other in supreme 
court here. 

Jenasol Co., maker of a food sup- 
plement capsule known as Jena- 
sol RJ Formula 60, has obtained a 
temporary injunction from Judge 
Saul S. Streit prohibiting U.S. Bio- 
Genics Corp. from using advertis- 
ing copy and promotional material 
allegedly stolen from Jenasol. 

According to the complaint, the 
defendants (Bio-Genics, Leon 
Goodelman and Abraham Leh- 
man) were contacted last January 
through the Coolidge Co., a mailing 
list broker. The defendants owned 
Medical Research Press, a list 
broker, and agreed to make a 2,000 
test mailing for Jenasol on the food 
supplement capsule. 

The mailing was “highly success- 
ful,” Jenasol owner Marvin Schere 
stated, but Medical Research Press 
subsequently refused to turn over 
the remainder of the mailing list 
and “proceeded to enter into direct 
competition with us, utilizing the 
very names they had refused to 
turn over to us and the literature 
and promotional material which 
we had previously submitted to 
them for their approval.” 


@ Mr. Schere’s complaint goes on 

to say that the defendants organ- 

ized U.S. Bio-Genics Corp., which 
(Continued on Page 51) 
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QUICK CHANGE— 
Sylvania Electric 
Products has in- 
troduced what it 
calls the first 
television 
convertible, 
shown here. In- 
tact, the model is 
a console. The re- 
ceiver, with its 
own cabinet, can 
be removed to be- 
come a 21” port- 
able. Decorative 
glass panels on 
one model can be 
extended across 
the face of the 
console when the 
receiver is Te- 
moved. 


Martineau Hits Advertisers’ Fickleness, 
Lack of Skill in Using Newspaper Ads 


CuicaGco, Dec. 17—General ad- 
vertisers and agencies don’t know 
how to use daily newspapers ef- 
fectively, Pierre Martineau, re- 
search director of the Chicago 


PR, Ad Push Hoists 
Pelphrey’s ‘57 Sales 
of Rabbit Meat 72% 


Rocers, ARK., Dec. 18—H. F. Pel- 
phrey & Son is ending the year on 
a merry note: Sales of its Pel- 
freez frozen rabbit meat are run- 
ning 72% ahead of last year. 

The company is particularly 
satisfied with these computations 
since the increase was achieved 
at a time when the company had 
raised its prices while its competi- 
tors had lowered theirs. 

Promotion of Pel-freez rabbit 
meat has been going strong all 
year, aimed not only at teaching 
housewives how to prepare rabbit, 
but also to convince a goodly num- 
ber of Americans that rabbit really 
is edible—that it is a “juicy and 
tender white meat, similar to the 
breast of chicken.” 

The major effort has been pub- 
licity, augmented by a smattering 
of small-space ads (AA, May 20). 
The latest promotion bit was a 
seven-week tour by Miss Pel-freez 
Frozen Rabbit Meat, who appeared 
in stores and on radio and tv pro- 
grams in 13 cities to explain and 
demonstrate ways to cook Pel- 
freez. 


® By spring, the company plans to 
bring out its first heat-and-serve 
product—hasenpfeffer, packaged 
in an aluminum tray. Also this 
spring, the company will bring out 
newly designed packages. 

Blaine-Thompson Co. 
agency. # 


the 


is 


Tribune, charged today. 

“Just running a lot of space in 
newspapers is not enough,” Mr. 
Martineau said in a talk before a 
record crowd at a lunch meeting of 
the Newspaper Representatives 
Assn. of Chicago. “The problem is 
in the content of the ads.” 

As an example, he cited an ad 
campaign for soda crackers. The 
main theme played up the deli- 
cious taste of the crackers. Tribune 
researchers discovered that most 
consumers felt that soda crackers 
were not supposed to have a taste. 
“Thus, the campaign completely 
missed fire,” he said. 


@ Mr. Martineau lashed out at ad- 
vertisers who score big sales gains 
(Continued on Page 50) 


Its President Ill, 
Capital Agency 
Resigns Accounts 


Washington Adman Will 
Handle 5 Clients at Home; 
May Buy Radio Station 


WASHINGTON, Dec. 18—lI. T. 
Cohen, Washington adman who 
chose the hard way out of a tight 
financial corner four years ago, has 
been forced to curtail his activity 
in order to recover from a heart 
attack. 

When his biggest client failed 
in mid-1953, Mr. Cohen, president 
of Cohen & Miller, brushed aside 
legal technicalities and volunteered 
to accept full responsibility for 


(Continued on Page 50) 


SHE CAN COOK— 
Miss Pel-freez 
' Frozen Rabbit 
Meat, pictured 
here, won her ti- 
tle in a nation- 
wide rabbit rec- 
ipe contest. She’s 
just returned 
from a_e seven- 
week tour dem- 
onstrating her 
culinary prowess 
in 13 cities. Out 
of the _ kitchen, 
she’s Lola Mason, 
fashion mod- 
| el and tv starlet. 


Roche, Williams, 
U.S. Advertising 
to Combine Jan. ] 


Cuicaco, Dec. 18—A new $8,000,- 
000 agency will go into operation 
here Jan. 1 when Roche, Williams 
& Cleary and U. S. Advertising 
Corp. combine to form Roche, 


Rickerd & Cleary. 

The merger brings together two 
30-year-old Chicago agencies with 
individual billings of about $5,500,- 
000 for Roche, Williams and $2,- 
500,000 for U. S. Advertising. Of- 


J. P. Roche C. E. Rickerd 


fices will be at 135 S. LaSalle St., 
the present offices of RW&C. 

John Pierre Roche, president of 
Roche, Williams, will become board 
chairman of the new organization. 
Cc. E. Rickerd, 
president of U. S. 
Advertising, will 
be president, and 
James M. Cleary 
will be Ist vp. 

A. T. Bonk, 
exec vp of U. S., 
will become as- 
sista nt to the 
president 
and U. S. vps 
Gerald A. Wain- 
del, A. J. Engel- 
hardt and R. A. L. Herweg will be 
vps of the new organization. 


James M. Cleary 


® U.S. Advertising brings into the 
new agency accounts including 
Wilson & Co.’s Ideal dog food, B-V 
meat extract, poultry, dairy and 
refinery products; Wilson Labora- 
tories pharmaceuticals; Schulze & 
Burch cookies and crackers; Wil- 
son Sporting Goods Co.; Stewarts 
Private Blend Coffee Co. (which 
transferred to U. S. Advertising 
from Roche, Williams last July); 
Sno-Bol Co. bathroom cleaner; 
Ostermoor & Co. mattresses; San- 
ford Ink Co.; Monon Railroad and 
W. F. Straub & Co.’s Lake Shore 
honey. 

Among Roche, Williams & Cleary 
accounts are Kohler Co.; Hardware 
Mutuals; Milwaukee Railroad; Ar- 
vin Industries; Thor Power Tool 
Co.; Sealed Power Corp.; John Sex- 
ton & Co. food products; Brink’s 
Inc.; John Puhl Products Co.’s Lit- 
tle Bo Peep ammonia, Little Boy 
Blue bluing and Fleecy White 
bleach; Shaler Co. tire repair sup- 
plies, solvents and oils; National 
Concrete Masonry Assn.; American 
Hammered Piston Rings; Diamond 
T Motor Car Co., and Marquette 
Cement Mfg. Co. # 


Stanley-Judd to Wilson, Haight 

Stanley-Judd, a division of the 
Stanley Works, Wallingford, Conn., 
has named Wilson, Haight, Welch 
& Grover, Hartford, to handle its 
advertising. The account formerly 
was handled by Clark & Bobertz, 
Detroit. Stanley-Judd manufac- 
tures drapery hardware. Wilson, 
Haight also handles the advertis- 
ing for the tool, hardware and steel 
divisions of the parent company, 
its Canadian subsidiaries and its 
export department. 


Seagram Moves Dec. 23 

All units of the House of Sea- 
gram will be established in the 
company’s new House of Seagram 
Bldg., at 375 Park Ave., New York, 
on Dec. 23. 
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Advertising Age, December 23, 1957 


Small Sales Led Ford to Drop 2-Seat 
Thunderbird; 4-Seat Version to Bow 


New Thunderbird to Be 
Built on Lincoln Line 
and Vie with Lincoln 


DearsBorRN, Micu., Dec. 17—Ford 
Motor Co. has dropped its two- 
seated Thunderbird line; there 
just weren’t enough persons inter- 
ested in what the company called 
“this personalized car.” 

Instead, Ford will move higher 
with a _ four-seat Thunderbird 
aimed at the lower portion of the 
luxury car market. 

The last Thunderbird was rolled 
from the line yesterday, with au- 
tomotive writers on hand. 

Will Scott, Ford division car 
planning manager, said 53,166 of 
the two-seater Thunderbirds were 
produced in the three years it was 
on the market. 

He said the company is aiming 
at an annual sales figure of 35,000 
or more units for the four-seat 
Thunderbird, which will go into 


ARB to Start 
Testing ‘Instant’ 
Rating in N.Y. 


Arbitron Initial Test 
Set Jan. 1; by Feb. 1 It 
Is to Cover 7 Markets 


New York, Dec. 19—If Ameri- 
can Research Bureau’s present 
hopes are fruitful, the age of “in- 
stantaneous” electronic measure- 
ment in tv ratings will date from 
1958 A.D. 

And if things go according to the 
blueprint, the pioneer territory 
will be New York, where 300 
homes are being equipped with 
little gadgets which signal via 
phone wires the tv channel to 
which the set is tuned. These sig- 
nals come in every 90 seconds. 

James Seiler, director of ARB, 
said he hopes to be ready to serv- 
ice New York with instantaneous 
ratings, covering each quarter hour 
of television, starting Jan. 1. The 
tune-in information is received by 
a computer, which translates it to 
ratings on a lighted board. 

When the technique was demon- 
strated for reporters here yester- 
day, there were only ten homes 
coming through on the machines. 
But Mr. Seiler explained that most 
of the New York sample is ready 
now except for some last-minute 
“balancing” that must be done by 
the telephone company, which is 
providing the lines for the elec- 
tronic reporting. 


es Mr. Seiler said his seven-city 
comparative area ratings—intend- 
ed to provide the same kind of 
service now furnished by Trend- 
(Continued on Page 55) 


| 


|production within the next few 


weeks. 

Mr. Scott emphasized the luxury 
aspect of the new Thunderbird and 
predicted it would entice buyers 
from present luxury models, in- 
cluding Ford’s own Lincoln. 


s Mr. Scott recognized the compa- 


ny is deserting what he called “the 


local Thunderbird fans who used} = 


to ride around in berets” in favor 
of a volume market. 

Ford has placed itself in the un- 
usual position of bringing out, 
within a period of months, two cars 
that necessarily must look for a 
goodly share of their sales from 
present users of company products. 

Edsel is competing vigorously in 
the same market, to some extent, 
as Ford’s Mercury division. Now 
the new Thunderbird will be look- 
ing to Lincoln buyers as prospec- 
tive customers. 

Mr. Scott said the Thunderbird 
will be produced from the same 
plant as Lincoln and that every 
Thunderbird assembled will be at 
the expense of one less Lincoln 
built. The four-passenger Thun- 
derbird will have a wheelbase of 
113”, 11” longer over-all than the 
two-passenger version. 

Advertising plans for the new 
Thunderbird still are indefinite. + 


Fellows Shifts 
Additional NARTB 
Duties to Bell 


WASHINGTON, Dec. 18—Harold E. 
Fellows, president of the National 
Assn. of Radio & Television Broad- 
casters, announced today that addi- 
tional administrative responsibili- 
ties have been turned over to his 
assistant, Howard Bell. 

Since October, 1954, Mr. Bell 
has served as assistant to the pres- 
ident. Under a new arrangement 
he is named assistant to the presi- 
dent in charge of joint_affairs, to 
handle all projects and activity of 
joint concern to both radio and tv. 

The move is part of a reorgani- 
zation to relieve Mr. Fellows of 
more of his administrative respon- 
sibilities. + 


Sue Ann Names Arndt, Preston 
Sue Ann Food Products Corp., 
Chicago, manufacturer of Cocktail 
Delight products, has named Arndt, 
Preston, Chapin, Lamb & Keen, 
Philadelphia, to handle its adver- 
tising and promotion. Sue Ann 
makes cheese dips, salad dressing, 
barbecue sauce and Welsh rabbit 
under the Cocktail Delight name. 


Gundus Joins Knox Reeves 

Peter Gundus has joined Knox 
Reeves Advertising, Minneapolis, 
as director of traffic and produc- 
tion, He has been director of traf- 
fic, production and art purchasing 
control of McCann-Erickson, Chi- 
cago, for the past 15 years. 


SCOREBOARD—Ratings computed by the American Research Bureau’s 
Arbitron (AA, Dec. 16) will show up in lights on this board in ARB’s 
New York office every 90 seconds after the start of a show. 


ee een 
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THANK YOU, L&M—For its 1958 cam- 
paign, kicking off in the January 
Living for Young Homemakers, 
Dayton Rubber Co. adapts the 
L&M cigaret theme—“Live mod- 
ern”—to promote its Koolfoam 
pillows. Norman D. Waters & As- 
sociates, New York, is the Dayton 
Rubber agency. 


Gruber Predicts 
Record Year for 
Cigarets in 1958 


New York, Dec. 18—Lewis Gru- 
ber, president of P. Lorillard Co., 
maker of Kent, Old Gold and New- 
port cigarets, in a year-end state- 
ment released today, predicts that 
1958 will be “another record year” 
for the cigaret industry with “sig- 
nificant trends” likely to bring the 
following: 


e 1. “Development of more new 
high-filtration cigarets and a con- 
tinuing consumer switch to filters.” 


e 2. “Further growth of the new 
mentholated cigaret market.” 


e 3. “More product and packaging 
innovations.” 

Mr. Gruber says that “1958 finds 
the cigaret industry in the midst 
of a long-term revolution, involv- 
ing not only market patterns but 
the very products themselves.” 

He cites “the continuing sales de- 

(Continued on Page 54) 


‘Weak Stimulus,’ Critic 
Says; Vicary Hits Back 
at ‘Motion Picture Daily’ 


New York, Dec. 18—The sublim- 
inal advertising front was boiling 
again this week, with the following 
developments: 


e James M. Vicary, the market 
researcher who developed the proc- 
ess for use in advertising, locked 
horns with Motion Picture Daily 
as a result of a story in that publi- 
cation suggesting that subliminal 
advertising failed to affect sales 


Sayre Sees Slight 
Dip in 1958 Major 


Appliance Volume 


CuicaGo, Dec. 18—Sales of 12 
major home appliances will be 
down—but only slightly—in 1958, 
Judson S. Sayre, president of the 
Norge division of Borg-Warner 
Corp., predicted this week. 

“We estimate total sales of 16,- 
090,000 units, compared to 16,195,- 
000 this year,” he said. Mr. Sayre 
also said that his predictions were 
based on the expectation of no 
drastic change in the current eco- 
nomic picture. 

Mr. Sayre predicted that the ap- 
pliance business may have to 
struggle to hold its own during 
the first six months of 1958. But, 
he said, business should improve 
gradually in the second half of 
the year. 

Industry refrigerator sales will 
run about 3,300,000 units in 1958, 
he said. (This figure is 5.4% low- 
er than Hotpoint Co.’s estimate 
of 3,500,000 [AA, Dec. 2].) The 
3,300,000 figure would represent 
sales of about 75,000 fewer refrig- 
erators than in 1957. 


# 1958 sales of automatic clothes 
dryers and automatic washers will 
be about equal to those in 1957, he 
said. Sales will increase slightly 
for gas ranges, gas and electric 
built-in ranges, home freezers and 
combination washer-dryers, he 
said. # 


Each Segment of Ad Cost Spectrum Has Its 
Place, Says Bolte, Hitting Cost per 1,000 


New YorK, Dec. 18—‘“Cost per 
1,000 is not and never will be the 
‘be all’ and ‘end all’ of media 
purchasing and selling,” Brown 
Bolte, exec vp of Benton & Bowles, 
told the time buying and selling 
seminar of the Radio & Television 
Executives Society here yesterday. 

“If it is,’ he continued, “there 
will be no more color advertising 
in print. There will be no more 
nighttime television. There will 
be no more spectaculars. There 
will never be color tv. 

“There is not only a place— 
there is an actual need for all| 
kinds of audio-visual advertising, | 
from the most expensive spectacu- | 
lar to the lowest cost daytime} 
radio spot. Each has a place in 
the advertising media spectrum. | 
Each can perform a highly spe- 
cialized function for clients.” 

On the other hand, Mr. Bolte 
emphasized the great need for 
creative media thinking—both on 
the part of media representatives, 
who he said should be well in- 
formed about an _  advertiser’s 
objectives and problems before 
trying to sell him, and on the part 
of agency buyers. 


s For the time buyers in the 


formance: 


e 1. “Get from your account exec- 
utives and agency management all 
pertinent information that will 
have any significant effect on the 
client’s advertising strategy. Much 
of this material will be of confi- 
dential nature—isn’t the client- 
agency relationship one of mutual 
trust? And doesn’t that confiden- 
(Continued on Page 55) 


Subliminal Projection 
WTOP; Expects ‘Go-Ahead’ from FCC 


Sets Test on 


in its first and only test, in a New 
Jersey movie theater. 


e Subliminal Projection Co., the 
company that is promoting Mr. 
Vicary’s process, told ADVERTISING 
AcE that it plans to use the closed 
circuit facilities of WTOP, Wash- 
ington, early next month to test 
subliminal advertising before the 
Federal Communications Com- 
mission. 

e A psychologist who examined 
subliminal advertising for a lead- 
ing advertising agency concluded 
that the evidence at hand indicates 
only that “a weak stimulus gets 
across weakly.” 


s Subliminal advertising, as de- 
veloped by Mr. Vicary, involves 
the flashing of commercial mes- 
sages on a screen so fast that they 
are received below the threshold 
of awareness. Mr. Vicary demon- 
strated the process last September 
at a press conference, announcing 
that a six-week test in a New 
Jersey movie theater had resulted 
in sales increases of 57.5% for 
popcorn and 18% for Coca-Cola 
(AA, Sept. 16). 

Motion Picture Daily, in its 
Monday issue, implied that the 
theater used in the test was the 
Fort Lee Theatre, in Fort Lee, N.J. 
This theater is part of the B. S. 
Moss chain. The story reported, 
“Circuit executives state that they 
experienced no effect on refresh- 
ment stand patronage. They advise 
that sales of all items during the 

(Continued on Page 51) 


Lily Revises 
but Continues 
‘Plan Man’ Push 


Business Paper Drive 
Promotes Manufacturer's 
Aid to Its Retailers 


New York, Dec. 17—Lily Tulip 
Cup Corp. has decided its “Man 
with the Lily plan” campaign bears 
repeating. 

The “man with the Lily plan” 
is a balding, bespectacled gentle- 
man of serious demeanor, who is 
pictured in the ads as hard at work 
—at a drafting board, production 
plant, etc.—developing new ways 
to help Lily customers boost their 
sales. 

The point is that Lily is not just 
a producer of paper cups and con- 
tainers, but is a team of merchan- 
dising specialists and a headquar- 
ters for marketing ideas for all 
industries in which its products 
are used. 

For 1958, this theme will be re- 
iterated, but the “man with the 
Lily plan” will be reduced to a 


small figure in the ads while the 
|Lily products will be blown up 
large. As in the past, headlines 
will play on words. For example, 
one ad starts out: “The man with 
the Lily plan calls out the troops 
- +» » an army of paper products 
to help you invade new markets.” 


® Another ad begins: “The man 
P4|with the Lily plan goes through 
the line . . . plunging head first 
|jinto a problem—so he can score 
sales exclusives for you.” 

The ads all end with an invita- 
tion to write for details: “Would 


Po SR A 


JAMES V. BARTON has been named to 
the new post of ad manager of Pa- 
per-Mate Co., Chicago. He former- 
ly held a similar post with Bulova 
Watch Co. and earlier was a brand 


you like to increase sales to mar- 
kets you are now in? The man 
with the Lily plan is constantly 


audience, Mr. Bolte suggested this 


simple program for maximum per- 


doing research, finding solutions 
(Continued on Page 54) 


manager at Toni Co. 
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FTC Complaint Attacks Promotion 
for Two McGraw-Hill Publications 


WasuinctTon, Dec. 20—The Fed- 
eral Trade Commission expanded 
its explorations of the advertising 
promotion world by issuing a com- 
plaint today charging that Mc- 
Graw-Hill Publishing Co. and Mc- 
Graw-Hill International Corp. 
have used surveys deceptively to 
sell space in competition with 
other trade magazines. 

The complaint cites two exam- 
ples. One involved a readership 
survey for The American Automo- 
bile, a monthly publication dis- 
tributed to the automobile trade 
overseas by McGraw-Hill Inter- 
national. The other was a chart 
claiming greater readership cover- 
age for Electrical Merchandising 
than competitive magazines. 

According to FTC, McGraw-Hill 
International represented that the 
readership survey showing favor- 
able results for The American Au- 
tomobile was conducted by New 
York University. “The truth is,” 


the complaint said, “this survey 
was conducted by the respondents 
themselves in collaboration with 
a New York University professor 
who was acting in his individual 
capacity only and not as a repre- 
sentative of the institution.” 


® As to the chart showing favor- 
able coverage for Electrical Mer- 
chandising, FTC said “this survey 
is not a recent or current one as 
represented, but is more than three 
years old. 

“These practices,” FTC contend- 
ed, “have deceived advertisers, ad- 
vertising agencies and others to 
buy advertising space in these 
magazines.” The complaint con- 
cludes that the trade has been di- 
verted unfairly from competitors 
in violation of the Fair Trade Act. 

While the commission did not 
identify the source of the com- 
plaint against McGraw-Hill, it re- 


portedly came from a competitor 


STAR ETERNAL 


Weird objects streak brilliantly through the 


heavens—spectacular manifestations of man's 


ceaseless exploration of the mysteries of space. 


Bit by bit its secrets are revealed, but the 


probing means are doomed to perish. 


There is a star whose brilliance never fades; 


whose promise of wisdom and peace and universal 


good will eternally gleams—for those who want 


to see. Our sincere greeting comes to you 
filled with the spirit born in the light 
of that star—two thousand years ago. 


ROGERS 


engraving company 
2001 calumet avenue + chicago 16 


MASTER CRAFTSMEN 


OF PHOTO-ENGRAVING 


tens 


IG.cous OX 


Be ROPICAL PUNCH 


SALESBIRD—Punchy, the parrot, here 
shown forming part of mobile, 
helps sell Old Colony tropical 
punch and hot popcorn. Orange 
Crush Co. says it spends 30% of its 
ad budget for point of purchase 
material. 


who reported he was injured by 
McGraw-Hill’s promotion efforts. 
This is the second time in recent 
months that FTC has intervened 
in a promotion situation. Last sum- 
mer the commission charged that 
radio station KGBX, Springfield, 
Mo., misrepresented its coverage. 
The issue was settled July 18 un- 
der a stipulation agreement. 


NO DECEPTION, 
SAYS McGRAW-HILL 


New York, Dec. 20—McGraw- 
Hill Publishing Co. today released 
the following statement on the 
complaint filed by the FTC against 
alleged unfair promotion material 
used by two McGraw-Hill papers, 
Electrical Merchandising and 
American Automobile. 

“The FTC complaint concerns 
two surveys. There is no claim that 
either survey is inaccurate in any 
respect. It is inconceivable that 
any advertiser or prospective ad- 
vertiser could have been misled, 
and no complaint has ever been 
made to McGraw-Hill by any per- 
son claiming to have been misled.” 

Howard W. Mateer, the pub- 
lisher of Electrical Merchandising, 
said: “Crossley Inc. made a sur- 
vey for Electrical Merchandising 
in June, 1952. We have never 
claimed that facts resulting from 
that survey were of a date other 
than June, 1952, nor has anyone 
ever charged that such facts were 
inaccurate or misleading. The sur- 
vey has not been used since 1955.” 

Russell F. Anderson, publisher 
of American Automobile, said: 
“Prof. Hillier Krieghbaum, of New 
York University, conducted a sur- 
vey for American Automobile. 
There is no contention anywhere 
that the survey is inaccurate in any 
respect. The sole complaint is that 
some promotional material was so 
written that one might have un- 
derstood that the survey was con- 
ducted by New York University. 
The cover of the survey states in 
clear, unmistakable language that 
the survey was conducted by Prof. 
Krieghbaum. The particular pro- 
motion material has not been used 
in many months.” + 


Eldridge Named President 


Chek-Chart Corp., Chicago, has 
elected Huntington Eldridge pres- 
ident. Formerly exec vp, Mr. El- 
dridge succeeds the late Raymond 
Shaw, president and founder, who 
died Dec. 8 (AA, Dec. 16). Mr. El- 
dridge, previously associated with 
the company during its early 
years, returned to Chek-Chart as 
exec vp in September from Stew- 
art-Warner Corp., Alemite divi- 
sion. 


Rider Joins ‘U.S. News’ 


Advertising Age, December 23, 1957 


Turkish government nationalizes the space 
brokering business in a move to tighten 
its reins on the country’s newspa- 
pers Page 2 


Carnation Co. plans month-long promotion 
in February for its instant non-fat dry 
milk, based on a recipe for “fluffy 
mustard sauce” 


Jenasol Ce. sues U. S. Bio-Genics Corp., 
says it is using a direct mail campaign 
it had tested last January through the 
defendant for Queen Bee royal jel- 
Pes be. Ahoy meee Page 2 
H. F. Pelphrey & Son's sales of Pel-freez 


frozen rabbit meat are running 72% 
GORE CF LATE FORT ccceisccccccccersccssesecscers Page 2 


General advertisers and agencies don’t 
know how to use daily newspapers ef- 
fectively, Chicago Tribune's Pierre Mar- 
tineau charges 


Washington Adman I. T. Cohen resigns 
accounts, will handle five clients at 
home following curtailed activities after 
heart attack Page 2 


Roche, Williams & Cleary, U. 8. Advertis- 
ing Corp. will merge on Jan. 1 to form 
new $8,000,000 Chicago agency ....Page 2 


Ferd will drop its two-seater Thunderbird 
because “no one was interested in it,” 
will put out four-seat version to vie 
|. en | 


American Research Bureau's Arbitron 
electronic device is set up to start 
giving instantaneous rating for tv 
shows ......... Page 3 


Harold E. Fellows, president of the Na- 
tional Assn. of Radio & Television 
Broadcasters, shifts additional admin- 
istrative duties to his assistant, Howard 
Bell ...... 


1958 will be “another record year” for the 
cigaret industry, Lewis Gruber, presi- 
dent of P. Lorillard Co., predicts Page 3 


Sales of 12 major home appliances will be 
down—but only slightly—in 1958, Norge’s 
Judson S. Sayre says 


Cost is not the only consideration in ad- 
vertising, Benton & Bowles’ Bolte says. 
He points out there is a need for all 
kinds of advertising, from the most ex- 
pensive to the least expensive ...Page 3 


Subliminal advertising makes news on 
three fronts this week: James Vicary, its 
developer, locks horns with Motion Pic- 
ture Daily on the method’s effective- 
ness; plans to test the technique before 
the FCC are announced, and a psychol- 
ogist asserts ‘“‘weak stimulus gets across 
weakly” 


Lily Tulip Cup Corp. will continue its 
“Man with Lily plan” campaign in 
slightly revised form .............. Page 3 


Boeing Airplane Co. will clamp down on 
mail consisting of publications, adver- 
tising matter and other mail-sent to in- 
dividuals at its plant which does not 
relate to company business in order to 
cut mailinggepartment costs ........ Page 9 


Executives should have an emotional as 
well as physical nt Dr. William 
C. Menninger says .............. Page 16 
Top executives’ salaries in the U. S. and 
Canada went up about 5.1% last year, 
the American Management Assn. reports 
in its eighth annual survey ........Page 18 
Trading stamps plan in Britain offers con- 


Highlights of This Week's Issue 


sumers savings bonds for stamps Page 18 


Pacific Telephone & Telegraph Co. adver- 
tising in the first six months of 1957 
amounted to $1,980,020, it is learned at 
rate increase hearing ....................Page 19 


Texas Co. is pleased with the reaction to 
its “Command Performance” tv series 
on NBC despite panning of second show 
in the series by the critics ........Page 24 


Cigaret smoking does not affect health of 
smokers or cause cancer, Dr. Clarence 
C. Little, scientific director of the To- 
bacco Industry Research Committee, re- 
ports 


Inspirational stories of yesteryear which 
spurred on the successful top execs of 
today are reprinted in volume edited by 
EGward Wortley oceccccceccccnernnlP age 26 


Ad managers frequently play a significant 
role in the production of external 
house organs, Advertising Requirements 
reports in its current issue ........ Page 26 


Shoppers can get their auto refueled in 
parking lot, pay at check out counters 
of supermarkets, with new Shop 'n Gas 
plan Page 27 


Weakness in advertiser's own organization 
may be to blame for too-frequent agen- 
cy changes, L. E. Dake, partner of Cre- 
sap, McCormick & Paget, says ....Page 33 


Advertisers should address ads to consum- 
er, not to competition, Creative Man 
says, citing two ads for tv sets ....Page 36 


Merchandise Mart will hold $100,000 open 
house promotion in January following 
WERE GE eccutinmiitincnimenin Page 40 


Pacific Supply Cooperative adopts new 
trademark insignia, shortens name, 
launches first regional advertising cam- 
RR tere Page 41 


Advertising will be better and more 
abundant and business prospects are 
good for 1958, Associated Business Pub- 
CATIONS PANE] SAYS ~...-ccccceerrccereeeeeee Page 44 


WGN-TV will cut down on number of 
commercials during movie features fol- 
lowing viewers’ beefs about frequent in- 
terruptions Page 48 


Norman, Craig & Kummel sets up cor- 
porate media planning and analysis 
department Page 48 


Albert Van Brunt organizes agency built 
on new total marketing concept Page 51 


REGULAR —— 


Advertising Market Place ........... —_ 
Art Director's Viewpoint . 
Coming Conventions .................. 
Creative Man's Corner .............. 
Department Store Sales ............. 
Direct Mall and Mail Order 
CTO ceccceccestvsseensvsnseenstnesc cesses 
I dnt cicnsnatnsetnastnieiemies 
Employe Communications a 
Getting Persona! ....... 
Looking at Radio ané ‘Tv. eocutiongutt 
Looking at Retail Ads ............ 
Merchandising Ideas . 
Obituaries " 
On the Merchandising Front 
Photographic Review 
Production Tips 

Rough Preofs : 
Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser ... 
What They're Saying 


42, 45, 
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Charles F. Rider, formerly with 
G. M. Basford Co., has joined the 
New York advertising sales staff of | 


U. S.News & World Report. 


WINSTON-SALEM 


JOURNAL and SENTINEL 


GOES JOURNAL AND SENTINEL 
CIRCULATION 


now 
100,949 


ABC PUBLISHERS STATEMENT 
ENDING SEPT. 30, 1957 


GOES WINSTON-SALEM 
CITY LIMITS POPULATION 


118,100 
‘“ 


TWIN CITY ~ 


oT 
+ 


MORNING SUNDAY 


National Representative 


KELLY-SMITH COMPANY 
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Theres nothing so p 


An even more exciting fact about Better Homes & Gardens than the 
vast number of people who read it every month, or even who they are, 
is what happens to the people who read this famous idea magazine. 

You might call BH&G a catalyst. It accelerates the normal reactions 
of home-loving people. 

They start out hunting for ideas about how to live better — ideas 
about things to do and things to buy for their homes and families. 
And then BH&G makes reality so fascinating that they can hardly 


ot America reads Bras the family idea magazine 


4,350,000 COPIES MONT 


‘ 
. 


— ee 


( : = x : es Zhe 
Many of the happiest family parties grow from ideas seen in BH&G! 


fl | r h | 7 
OWeITUi aS af Idd ! 
wait to turn their ideas into action. They begin to “live by the book” 
—and to them, “‘the book” is Better Homes & Gardens. 

BH&G’s idea-filled pages keep readers in a perpetually active state 
of mind—planning, talking, doing, buying. And it’s a very profitable 
state of mind from an advertiser’s standpoint! In fact, there’s no 
other major advertising medium quite like Better Homes & Gardens. 


Meredith of Des Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 
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This Week in Washington... 


Deficits, No Tax Cut Ahead for U.S. 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Dec. 19—Good bye, 
balanced budget. 


That looks like a certainty for 
the next vcar or two, now that the 
U.S. has been foreed into a Space 
Age arms race. 


With tax revenues falling below 
estimates, we reportedly are head- 
ng for a $1 billion deficit for the 
fiscal year ending June 30, 1958. 
Even bigger deficits may be ahead 
in the succeeding year, for the 
White House currently is consider- 


ing a budget which runs about $2 
billion above this year’s level of 
spending. 

The recent dip in business forces 
the administration to face a hard 
decision. Important business men 
think tax cuts are needed now to 
bolster consumer buying power. 
Yet at a time when spending is 
increasing, the Treasury has no 
assurance tax cuts will stimulate 
enough new business so that the 
government can come _ through 
without a substantial larger def- 
icit. 


Business men who attend closed 
meetings with top administration 
policy makers come away con- 
vinced the President is anxious to 
hold the tax line where it is. Nev- 
ertheless they suspect his advisers 
are ready to yield on taxes if it 
comes to a showdown. 

As one cabinet officer put it, 
“We Republicans do not intend to 
be tagged with another depression. 
If there are signs anything serious 
is developing, we'll go for tax cuts 
and take our chances on budget 
deficits.” 


Anti-trust chief 
Car Dealers Victor Hansen 
Ask NewLaw «pparently hasn't 
scared auto deal- 
ers out of pressing for a restoration 
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of some kind of exclusive territory 
arrangement to prevent dealers 
from invading each other’s terri- 
tory. 

The anti-trust division acted 
several years ago to force manu- 
facturers to cancel existing dealer 
security arrangements. Since then 
dealer groups have been complain- 
ing violently about “bootlegging” 
and other competitive situations. 

Now National Automobile Deal- 
ers Assn. says it will go to Con- 
gress, if necessary, in order to work 
out a new arrangement which com- 
pensates dealers for all cars of his 
make which are sold in his terri- 
tory. Details of the plan have not 
been disclosed, except that it rec- 
ognizes “in a tangible way, the 
services performed by franchised 


KRON is TV in SF 


San Franciscans are sold cn KRON-TY 


Available Spots 
in 


NBC NEWS 


12.6 ARB 
92% Adult 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD .« 


new car dealers.” 

Two years ago the dealers un- 
successfully put over their “day in 
court” bill, despite opposition from 
the Department of Justice. Now, 
their officers say, new legislation 
may be needed to protect the pub- 
lic by bringing about “a quality 
industry rendering quality serv- 
ice,” and several congressmen al- 
ready have indicated their willing- 
ness to take the lead. 


More of the 
Media Blasts backstage gov- 
Drug Hard Sell ernment uneasi- 
ness about hard 
sell drug promotions came into the 
open this week as “Drug Research 
Reports,” privately circulated 
Washington newsletter covering 
medical research and allied fields, 
reported that President Eisenhow- 
er’s cardiologist feels the public is 
deliberately oversold on many new 
drugs long before their true value 
is established. 
In a lengthy interview, Brig. 
Gen. Thomas Mattingly, chief of 
the department of medicine, Wal- 
ter Reed Army Hospital, said the 
publicity buildup for new drugs 
puts the physician under pressure 
to prescribe, even though he has 
no conclusive proof the product is 
effective. He complained sales and 
advertising people are concerned 
“only with selling one more bot- 
tle” of their product. 
“They are not interested in help- 
ing the sick at all,” the article 
said, “but purely in selling. Their 
one real concern is to be assured 
that their product is not harmful.” 
Dr. Mattingly agreed drug com- 
panies, physicians and patients are 
all victims of a set of circumstanc- 
es that result in the patient being 
“taken for a ride” with no partic- 
ular intent on anyone’s part. But, 
he complained, “If the money spent 
by the public for drugs it doesn’t 
really need could have been de- 
voted to medical research, the 
means of preventing or curing 
many baffling illnesses might now 
be at hand.” 


Now that it is 
Ike Didn‘t See more fashionable 
Business Slide to point up Pres- 

ident Eisenhow- 
er’s errors, there’s talk here that 
he and his advisers obviously mis- 
judged the business outlook 
through much of 1957. 

As recently as last month, the 
President was still telling consum- 
ers to fight inflation by postpon- 
ing unnecessary purchases. “Yet 
sales were already off, and most 
durable goods industries are well 
below capacity,” complained one 
pro-Republican trade association 
executive. 

“Recent price hikes resulted from 
built-in costs, such as higher 
wages,” this man said. “A buyer’s 
strike at a time when there are 
no shortages simply forces business 
men to shave their profit margins 
below normal, or curb production.” 


Kameny Adds Account 

Luggage & Leather Goods Man- 
ufacturers of America, New York, 
a national trade association, has 
appointed Kameny Associates, New 
York, to handle its advertising. 
The association formerly placed 
direct. 


See page 50 
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BROADWAY 


THE INTERNATIONAL SET 


e American Wite 


The world’s healthiest, wealthiest, most independent 


a 

= woman, she is also said to be the unhappiest — caught 
a between marriage and career, between love and sex antag- 
Be onism. But there is even stronger evidence that she is 
vi becoming wise in the ways of a new kind of marriage in 
: Ey which both love and equality can prosper. 


This is the lead on a major feature in Cosmopolitan’s January issue on 
The American Wife. If you would like to read the complete article, ask us for a copy. 
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6.7% CIRCULATION INCREASE 1st quarter 1957 vs. same period, 1956 
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14.0% CIRCULATION INCREASE 3rd quarter 1957 vs. same period, 1956 
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THE NEW PLEASURES 


9.6% CIRCULATION INCREASE 2nd quarter 1957 vs. same period, 1956 
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TELEVISION 


_% CIRCULATION INCREASE 4th quarter 1957 vs. same period, 1956* 


*Exact figure for 1957 not yet obtainabie. 


Coming in March! 


COSMOPOLITAN 


...edited in depth to create attitudes 


A HEARST PUBLICATION 57th Street and 8th Avenue, New York 19 *« COlumbus 5-7300 


A TREMENDOUS MERCHANDISING OPPORTUNITY 


— COSMOPOLITAN MAGAZINE on 
“ROMANTIC PLACES TO GO.” Ask your 
Cosmopolitan representative to tell you how 
you can tie-in with the exciting Worid-Farer 
Contest...encompassing 10 free trips to 
the Brussels World’s Fair and Paris via 
SABENA Belgian World Airlines. 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING «+ HARPER’S BAZAAR *« HOUSE ; _# 


BEAUTIFUL + SPORTS AFIELD * TOWN & COUNTRY * BRIDE AND HOME + MOTOR *« MOTOR BOATING *« AMERICAN DRUGGIST 
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New Yor, Dec. 19—Charles H. 
Brower, formerly exec vp and gen- 
eral manager of Batten, Barton, 
Durstine & Osborn, has been 
named president. He succeeds Ben 
Duffy both as president and chair- 
man of the agency’s executive 
committee. 

Mr. Duffy was named vice- 
chairman of the board and vice- 
chairman of the executive com- 
mittee. In the former post he suc- 
ceeds Alex F. Osborn, one of the 
founders of BBDO, who continues 
as a director and as an executive 
committee member. 

A year ago Mr. Duffy suffered a 
cerebral hemorrhage while attend- 
ing a meeting with General Mills 


Alex Osborn 


brass in Minneapolis. Stricken on 
Dec. 4, he was operated on two 
weeks later. By the first week in 
January he had progressed to the 
point where the agency felt “there 
is no longer any need to issue dai- 
ly bulletins about his condition.” 

BBDO today said that Mr. Duf- 
fy “continues as a major influence 
in client relations and the over-all 
direction of accounts.” 

Mr. Duffy joined BBDO in 1919 
as a copy boy. In 1946 he was 
elected president. 

Mr. Brower, top copywriter and 
head of creative services, was 
tapped as general manager last 
April, a post that made him chief 
executive officer of the agency. # 


Burnett, Ludgin, 
Cone Placed Among 
Top 100 Chicagoans 


Cuicaco, Dec. 17—Three admen 
were among the 100 Chicagoans 
named “outstanding” as part of a 
Jesuit observance of the order’s 
100th year in the area. Those hon- 
ored were Leo Burnett, board 
chairman of Leo Burnett Co.; Fair- 
fax M. Cone, chairman of the ex- 
ecutive committee, Foote, Cone & 
Belding, and Earle Ludgin, chair- 
man of the board and treasurer, 
Earle Ludgin & Co. 

Four Chicago newspaper pub- 
lishers were also among the 100 
honored by the Jesuits. They were 
Marshall Field Jr., of the Sun- 
Times; John S. Knight, of the Daily 
News; R. Stuart List, of the Amer- 
ican, and Chesser M. Campbell, of 
the Tribune. 

Nominations for the select list 
were made by Chicagoans. The 
only category excluded from con- 
sideration was that of clergymen. 
This field was not represented 
“because their way of life is syn- 
onymous with dedication to God, 
the nation and society and, there- 
fore, all are outstanding per se,” 
according to Charles F. Murphy, 
centennial chairman. # 


Hallicratters to Stop TV 
Production in January 

Hallicrafters Co., Chicago elec- 
tronics manufacturer, which re- 
cently was repurchased by Wil- 
liam J. Halligan and associates 
(AA, Dec. 16), will stop production 
of its television sets in January. 
The company has not marketed sets 
under its own name for about 18 
months, but had built some re- 
ceivers for other labels. The com- 
pany will continue to produce 
short-wave radio sets, Lowrey 
electric organs and other equip- 
ment. Henry B. Creer & Co., Chi- 
cago, is the agency for all Halli- 
crafters products. 


Socony Appoints Elgin 

Socony Mobil Oil Co., New York, 
has named J. D. Elgin as manager 
of the advertising department. For- 
merly director of advertising and 
sales promotion of National Gyp- 
sum Co., Mr. Elgin joined Mobil 
in September. He succeeds P. A. 
Gosman, who has spent 23 years 
in advertising and sales promotion 
for Socony Mobil, the past 11 as 
advertising manager, and is now a 
special assistant to the domestic 
marketing manager. 


Byoir, Railroads Must 
Pay Triple Damages 


PHILADELPHIA, Dec. 19—The 24 
railroads and Carl Byoir Associ- 
ates will have to pay the Pennsyl- 
vania Motor Truck Assn. and mem- 
ber companies approximately $1,- 
000,000 in treble damages as the 
result of losing the recent anti- 
trust suit. Byoir will pay 20% of 
the damages. 

The trucking association is be- 
ing awarded, according to the Oct. 
10 decision, actual damages. In- 
dividual trucking companies were 
awarded treble damages of 6¢. 

The decision will be appealed by 
Byoir. 

When final damages are fixed 
by the court, they will be trebled. 
Harold Kohn, counsel for the 
truckers, presented expense bills 
of $452,700 as a basis for damages. 


® Also to be determined in the 
current hearings being held by 
Federal Judge Thomas J. Clary is 
the form of the restraining order 
which will require the railroads, 
headed by the Pennsylvania Rail- 
road, to desist in their alleged cam- 
paign of harassment against the 
truckers. At the trial it was re- 
vealed that Byoir was carrying on 
such a campaign. 

During the first day of the hear- 
ings, Judge Clary disallowed 


‘St. Paul Pioneer 
Press, Dispatch’ 


w~ Closed by Sirike 


Sr. Paut, Dec. 18—The St. Paul 
Dispatch and Pioneer Press have 
been forced to stop publication for 
the first time in their histories be- 
cause of a strike by members of 
the mailers union. 

The initial strike action was tak- 
en by the mailers during an early 
press run of the morning Pioneer 
Press on the night of Dec. 17. The 
International Typographical Union 
took similar action immediately 
thereafter. 

Members of the American News- 
paper Guild followed suit by vot- 
ing a strike on Dec. 18. 

The mailers demanded a reduc- 
tion in their work week from 37% 
hours to 35 hours. They also de- 
manded a $5.25 a week wage in- 
crease for the first year of a two- 
year contract and a $3.50 a week 
increase for the second year, a 
total increase of $8.75 over the two 
years. 

The typographical union de- 
manded the same weekly increase 
as the mailers union. 


@ The newspapers had offered 
$8.10 per week for a two-year con- 
tract to both the mailers and the 
typographical unions. 

The guild demanded a $6 per 
week increase for all of the ap- 
proximately 350 guild employes 
in a one year contract. In their 
last meeting with the guild, in fed- 
eral conciliation on Dec. 10, the 
management made an offer of $7 
per week over a two-year period 
($4 the first year, $3 the second 
year) to people of the top scale 
and proportionate amounts to 
others. At the time these negotia- 
tions were concluded, there was 
no direct talk of strike action by 
the field. 

Publisher Daniel H. Ridder said 
that “every possible effort” was 
made to bring about a reasonable 
agreement. Management offered 
to arbitrate the differences re- 
maining after protracted negotia- 
tions with the mailers and typo- 
graphical unions. This offer, how- 
ever, was refused and the strike 
was called. 


= “The management of the St. 
Paul Dispatch and Pioneer Press 
recognizes,” Mr. Ridder said, “that 
this is a strike for a shorter work 
week coupled with an exorbitant 
demand for increased wages by 
the Minneapolis-St. Paul Mailers 
Union.” # 


Altred Peart, Head 


$100 item for World Series tickets of A&P Ads, Then of 


purchased in 1955 by Allied Pub- 
lic Relations, which served the 
truckers association. Allied was re- 
imbursed. 

Judge Clary recessed the hearing 
until Jan. 20. + 


Commoner Publishing Becomes 
Ebel-Doctorow Publications 
Commoner Publishing Co., New 
York business magazine publisher, 
has changed its name to Ebel- 
Doctorow Publications Inc., the 
name coming from Jay A. Ebel, 
president of the company, and 
Donald Doctorow, vp and treasur- 
er. 
Among other publications, the 
company puts out American Glass 
Review, which used to be called 
Commoner & Glassworker. 


Keyes, Madden Adds Roselux 

Keyes, Madden & Jones has been 
appointed to handle advertising 
for Roselux Chemical Corp., New 
York, maker of bleaches and 
starches. Joseph Katz Co. is the 
former agency. A campaign is get- 
ting under way for Roselux’s new- 
est product, Rose-X Sudsy Pine 
ammonia. 


Its Agency, Is Dead 


New York, Dec. 17—Alfred G. 
Peart, 65, founder and president of 
Paris & Peart, died yesterday of a 
heart attack in his office. 

Born in Albany, N. Y., Mr. Peart 
had a varied career in sales and 
merchandising before joining the 
advertising department of the 
Great Atlantic & Pacific Tea Co. 
about the time of World War I. In 
the early 1920s he became director 
of advertising of the company. 

In 1927 Mr. Peart and an asso- 
ciate, B. J. Paris, left A&P and 
founded the advertising agency 
bearing their names and took the 
A&P account with them. The 
agency still services A&P’s bakery 
and coffee divisions. Mr. Paris died 
about 25 years ago. 


Esquire Sets Greyhound Pact 

Greyhound Rent-A-Car Inc. 
and the Esquire Club, a division of 
Esquire Inc., have concluded ar- 
rangements allowing club mem- 
bers credit facilities at the 50 
Greyhound Rent-A-Car stations 
across the U.S. 


SANTA-IT-YOURSELF—To increase consumer interest in its Trushay lotion 

as a gift item, Bristol-Myers Co. suggests that consumers package it 

as Santa Claus in a chimney and provides the instructions for so do- 

ing. Shown here is part of the instruction sheet and, at the right, 
how the finished gift item might look. 


Benton & Bowles Gets New Account as 
Parker Buys Eversharp Pen Business 


(Continued from Page 1) 


sumed that ad dollars will begin to 
flow once again for Eversharp 
writing instruments. 


= Dan Parker, exec vp of Parker, 
said that the company purchased 
the Eversharp writing business 
because “the character of the in- 
dustry has changed so much that 
it is necessary to diversify within 
the industry.” 

The spectacular growth of the 
ball-point pen business is the prin- 
cipal factor behind the purchase. 
Since the introduction of popular- 
priced ball-points this type of 
pen has accounted for virtually all 
the total sales increases in the 
over-all pen market each year. 

Sales of regular pens have re- 
mained relatively static at one- 
quarter of a pen per capita each 
year, whereas ball-point sales 
have risen from one-third of a pen 
per capita to one and two-thirds 
of a pen. 

With the purchase of Eversharp, 
Parker can now offer a full line of 
pens at prices ranging from 29¢ for 
the most inexpensive ball-point to 
$27.50 for the most de luxe Parker 
“61”. 


Prices of Eversharp pens “won’t 
go much above $1.50,” Mr. Parker 
said, “and Parker pen prices won’t 
drop below $1.95, which is the price 
of the T-Ball Jotter.” 


® Other personnel changes oc- 
casioned by the purchase are: 

C. George Heath becomes exec 
vp and managing director of Ever- 
sharp Pen Co. For the past six 
years he has been vp of sales and 
advertising for Eversharp in Can- 
ada. 

Earle G. Miller has been named 
secretary-treasurer of Eversharp 
Pen and Kimberly Corp. (which 
has manufactured writing instru- 
ments for Eversharp Inc. in Cul- 
ver City, Cal., for the past ten 
years). Formerly he had been an 
assistant to Parker’s international 
management staff. 

Arthur F. Glynn will be vp in 
charge of operations of Kimberly 
Corp. He has been planning and 
control coordinator of Parker’s 
manufacturing division. 

Parker also announced that it 
has leased a plant in Arlington 
Heights, Ill., which will be used for 
administrative offices and service 
and shipping functions. # 


Fawcett's New 
Electronics Book 
Bows with May Issue 


New York, Dec. 19—Fawcett 
Publications’ new bi-monthly, 
Electronics IlUustrated, will bow 
with its May issue. It will be avail- 
able on newsstands at 25¢ a copy 
March 13. Initial guarantee is 125,- 
000 copies. Base advertising rate, 
one b&w page, one-time, is $400. 
Closing date for advertising copy 
is Jan. 10. 

Jack Webster, national adver- 
tising manager of the new publica- 
tion, who is also eastern advertis- 
ing manager of Mechanix Illus- 
trated, another Fawcett paper, said 
that the name of the new bi- 
monthly was not definitely adopt- 
ed until Dec. 11. Before that it was 
shown to prospective advertisers 
in dummy form under the tenta- 
tive name, “Practical Electronics.” 
No advance publicity on the new 
magazine had been released. 

Its format, Mr. Webster said, 
will be similar to that of Mechanix 
Illustrated, with a page size of 
5x8”. Initial print order will be 
200,000, and it is expected to con- 
vert the initia] distribution of 125,- 
000 newsstand copies into ABC cir- 
culation as early as possible. 


s Advertising rates will be guar- 
anteed for three months, Mr. Web- 
ster said, but advertisers whose 
contracts are in by Jan. 10 will re- 
ceive a full year guarantee. 
Editorially, the new publication 


has been designed for amateur and 
professional craftsmen interested 
in electronics, radio, tv and high 
fidelity. The editor is Charles Tep- 
fer, formerly technical editor of 
Popular Electronics, a Ziff-Davis 
publication, + 


Marriott Becomes Publisher 
of ‘S.F. Commercial News’ 
William H. Marriott has been 
named publisher of the San Fran- 
cisco Commercial News, business 
daily. Mr. Marriott, who founded 
Family Weekly and formerly 
owned the News, Westchester, N.Y., 
has announced plans for expansion 
of the Commercial News beginning 
with a changeover to tabloid for- 
mat, effective Jan. 2. Among the 
new editorial features will be an 
advertising column, Mr. Marriott 
said. Newton Wise will continue as 
editor. 


New TV Corporation Formed 

Hudson Valley Broadcasting 
Corp. has changed its name to Cap- 
ital Cities Television Corp. as a 
result of the purchase of a new tv 
station in Durham, N.C. The cor- 
poration already owned radio sta- 
tion WROW and tv station WCDA, 
both in Albany. At the same time, 
J. Floyd Fletcher and Harmon L. 
Duncan, who operated the Dur- 
ham station, have become members 
of the corporation replacing Rep. 
Dan P. Taylor (R., N.Y.) and Rep. 
Leo W. O’Brien (D., N.Y.). Both 
congressmen retain their stock in 
the broadcasting operation. 
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Boeing Cuts Off In-Plant Distribution 
on ‘Non-Germane’ Mail Aimed at Employes 


SEATTLE, Dec. 17—Boeing Air-| less the mail was germane to the 


plane Co., as a matter of cutting 
costs in its mailing department, is 
clamping down on publications, 
advertising matter, and other mail 
sent to individuals at Boeing but 
aot related directly to company 
business. 

The company policy specifies: 
“Receipt of personal mail at com- 
pany addresses shall be discour- 
aged.” The rule applies to all class- 
es of mail, not just publications. 

The policy was outlined to Ap- 
VERTISING AGE by Carl Cleveland, 
after reports had been received 
that Boeing was asking controlled 
circulation publications to mail 
their copies to employes at their 
homes, not at the Boeing plant. 

Mr. Cleveland said that the poli- 
cy was not directed at controlled 
circulation publications alone, but 
to all mail. Neither is the policy 
new, though it is getting greater 
attention now because of the cur- 
tailment in available military 
funds in recent months, Mr. Cleve- 
land indicated. Besides, he said, a 
mailing list is being sold that cov- 
ers Boeing supervisors, as a result 
of which volume of sales mail is in- 
creasing. 


® The basic problem arises, Mr. 
Cleveland said, when personal 
mail comes to Boeing addressed 
simply to “John Jones, Boeing Air- 
plane Co., Seattle.’’ Boeing has 60,- 
000 employes in the Seattle area. 
Each employe has an in-plant ad- 
dress for quick handling of the 
mail. When mail comes addressed 
simply to the employe at Boeing, 
the mailing room must look up the 
location of the individual. 

Boeing’s problem is similar to 
that of a post office in a city of 60,- 
000, Mr. Cleveland said. When 
mail comes to a city of that size 
with no street address, it is re- 
turned to the sender or goes to the 
dead-letter office, he said. An in- 
surance company which uses a 
mailing list to reach Boeing em- 
ployes, by leaving the addressing 
up to the Boeing mail room, in ef- 
fect seeks first class service for 
third class mail, Mr. Cleveland ob- 
served. 

As a matter of policy, mail is 
opened on being received at Boe- 
ing and is routed according to con- 
tents. If the mail has any apparent 
application to a Boeing individual 
and his job, the mail will be sent to 
that individual. If there is no such 
application, Boeing writes to the 
sender saying that it can not dis- 
tribute the particular type of mail, 
regardless of whether it comes sec- 
ond or third class. 


® Mail that comes on subscription 
is not a problem, Mr. Cleveland 
said, adding: “It is the unsolicited 
stuff that makes the burden.” 

As an example, the instance was 
cited in which one trade publica- 
tion sent approximately 875 copies, 
each addressed merely to an indi- 
vidual at Boeing. The total consti- 
tuted several sacks of mail, each 
piece of which had to have mailing 
directions supplied. In this case 
Boeing checked the addressees to 
see whether they wanted to re- 
ceive the publication and whether 
they needed it in their work. Un- 
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|company’s operation, Boeing de- 
clined to handle it. # 


'GE Will Boost Prices of 

|Many Small Appliances 

| General Electric Co. will in- 
|crease prices on a wide range of 
small appliances, ranging from au- 
tomatic sandwich grills to electric 


food mixers, electric saucepans 
and electric skillets. Not affected 
are GE toasters, coffee makers, 
several models of electric irons and 
an all-purpose electric food mixer. 


Equipment Advertisers Elect 
Ralph E. Keidel, manager of ad- 
vertising and sales promotion of 
|Euclid division of General Motors 
| Corp., Cleveland, has been elected 


ceeds M. B. Jaeger, of Bucyrus- | 
Erie Co., Milwaukee. Other new 
officers are R. Koehler, Westing- 
house Air Brake Co., program 
chairman; Madison Crawford, F. 
G. Hough Co., secretary, and Don 
Orlaska, Andrews Agency Inc., 
treasurer. 


Harmer to Johnson, Kent 
John R. Harmer has been ap- 


steam irons, from $1 to $2, effec-| general chairman of Construction |Johnson, Kent, Gavin & Sinding, 
tive Jan. 1. The boost affects por-|Equipment Advertisers. He suc- |New York, newspaper representa- 
table steam and dry irons, portable | 


tive, and will maintain offices at 
238 Foshay Tower, Minneapolis. He 
formerly was with the Northwest 
Daily Press Assn. 


MacLaren Names Chester 
MacLaren Advertising Co. Ltd., 
Toronto, has appointed E. Paul 
Chester merchandising manager. 
He formerly was with Internation- 
al Latex Corp. and Toni Co. of 


pointed Twin Cities manager of | Canada. 


*in case you haven't met these three media 
experts before: Hi stands for high occept- 


ence; Brod for broad market coverage and |: 


for low cost. They all apply, of course, to the 
Post-Gazette. Why not put them to work for 
youl 


ow Wet is Dry? 


Looking for a way to wring the last bit of sales out of the booming Pitts- 
burgh Market? Look no further. The Post-Gazette can do it for you. That's 
why more and more advertisers—local and national alike—have been turn- 
ing to the Post-Gazette. That’s why the Post-Gazette alone of Pittsburgh's 
daily newspapers shows a gain in total advertising for the first 10 months 


of 1957. 


‘6 STU | | / 
—T "elobening in Pitts bungle 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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“We Want All the News: 
if It’s Slanted Toward Purchasing!” 


Reports Joseph A. Teece, Vice President and Director 
of Purchases, Fansteel Metallurgical Corp. 


“In today’s highly competitive economy,” says General 
Teece, ‘‘a concern must not only develop new processes 
and products, but must constantly work on improvements 
and cost saving. Many valuable ideas come from the out- 
side, and one of the essential activities of purchasing is 
to receive, act upon and pass along these ideas. Foreign 
and domestic news affecting purchasing policies is of im- 
mense help. When this news is written and slanted toward 
purchasing and delivered while it is still new, it becomes 


even more valuable.” 


Your Short Cut to Key Purchasing Men! 


PURCHASING WEEK, the rapid-fire weekly, will keep 
your prime prospects up-to-date in the areas of their 
greatest interest: price and supply, new materials and 
products, news affecting purchasing, Washington and the 
world, current business economics, “how-to” feature 


stories —and more. You will be able to inform them of 


your new products, services and literature; new proc- 


esses and production methods; prices and changes. 


News Slanted Right at the Purchasing Executive! 
With 17 full-time editors, backed by 550 domestic and 


international reporters specializing in industrial news, 
497 editors of 35 other McGraw-Hill publications, the 
Department of Economics and other McGraw-Hill serv- 
ices... purchasing executives will get the news they want, 


when they want it, the way they want it! 


Your Messages Will Be Delivered 
in Time to be Usable! 


PURCHASING WEEK, with your sales messages, will be 
in the hands of purchasing executives—every week of 
the year. It will concentrate on the key men of your mar- 
kets and industries. Your advertising in PURCHASING 
WEEK will be...calling every week on the man 


your salesman must contact. 


space units of advertising. 


and industry. 


@A10\;," x 14)" type page on coated stock, accepting standard 


@ First issue: Monday, January 6, 1958. 
@ Initial distribution: 25,000 purchasing executives in business 


For full details on rates, mechanical requirements, and 
an early issue, contact your McGraw-Hill office. 


McGRAW-HILL’'S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc.. 330 West 42nd St., New York 36, N. Y. 
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General Teece is shown with bags of tungsten, tantalum, and other 
unusual ores which Fansteel imports from many parts of the world, 
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The Editorial Viewpoint ... 


Blackballed by Whitehall 


Our story last week said “the most expensive tooth brushing in 
History took place om the morning of Dec. 3 in the Park Ave. apart- 
ment of Arthur C. Fatt, president of Grey Advertising.” 


As evers«'.. knows by now, that evening Mr. Fatt appeared on a 
New Yo! ievision program called “Nightbeat,” where he said, in 
answ< 4 question, that he had brushed his teeth that morning 
with | toothpaste. For approximately 36 hours afier this state- 


men: 48 made, Mr. Fatt’s agency continued to handle the Kolynos 
ac .t of Whitehall Pharmacal Co., and expected to get two addi- 
| Whitehall products shortly. 

then the axe fell. Whitehall notified Grey, quite informaliy but 
none the less effectively, that it was no longer the Kolynos agency 
and would not be getting any other Whitehall business. 

We think Whitehall was stupid for firing Grey. 

We think Fatt was not very bright to let his Crest answer stand 
without making it clear (as we understand is true) that he is not an 
inveterate user of Crest and that Kolynos occupied a prominent place 
in his travel kit and in all the family bathrooms. 

But while others ponder such terribly serious questions as whether 
advertising agency personnel have any rights to a private life in 
which they are free to turn their noses up at clients’ products, we 
prefer to view the incident lightly. Mr. Fatt said something his client 
didn’t like, and he promptly lost the account. It is true that the some- 
thing he said was on television, but the basic situation is too common 
to call for any expression of shocked surprise. 

For ourselves, we think advertising agency employes—like other 
human beings—have some rights to their own private life and their 
own convictions, with regard to toothpaste as well as politics. But 
you can’t blame clients for not being half as much interested in high- 
falutin’ basic human rights as they are in the products which bear 
their trade names. 

If there is a conflict of interests here, it isn’t anything that calls 
for rewriting the Bill of Rights. It’s something that will be resolved 
from day to day between client and agency—sometimes wisely, some- 
times in the heat of anger. 


More ABC Information on ‘Free’ 


The Audit Bureau of Circulations announced what sounded like a 
drastic change in policy with regard to the auditing of business paper 
circulations after a board meeting on Dec. 6. The bureau wiil here- 
after report considerable additional information on the unpaid portion 
of business papers’ circulation, the original announcement said, 

The matter is so technical, however, and the original announcement 
was so vague, that a number of people, including some important 
agency space buyers, assumed that ABC had made a major concession 
and would hereafter provide an occupational analysis covering the 
free, as well as the paid, portion of business paper circulations. 

This is not true. Unpaid portions of business paper circulation 
(which by ABC rules cannot exceed 30% of total circulation) will 
hereafter be audited somewhat more extensively than in the past, but 
no occupational breakdown will be shown. 

The change in ruling represents a compromise, apparently, between 
those who have vociferously been demanding more information on the 
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—William G. Evans, Cargill & Wilson Inc., Richmond, Va. 
“He just heard about those invisible commercials. Said they’d be 
perfect for the client with the subliminal tv budget.” 


unpaid portion of ABC business papers’ distribution, and those who 
think the ABC should pay no attention—or at least as little attention 
as possible—to any circulation that isn’t paid. It is a modest victory 
for the former group, but by no means a rout of the latter. 


News Is When It Happens 


A reader takes ADVERTISING AGE to task for reporting that he is 
considering a change of agencies for all or part of his account. 

“When you called me,” he tells us, “we told you that while we were 
talking to other agencies, there was no news to report, and that may- 
be we would not change agencies at all. In view of our specific state- 
ment to you that there was no news, we don’t understand your print- 
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ing the item.” 


would feel much more secure. 


Packaging Is a Leader 

I must confess that we in the 
packaging business are envious of 
you in advertising. You have done 
a much better job than we have of 
explaining...and_ selling. . your- 
self to America. 

Actually we are a much bigger 
business: $12 billion compared to 
the $10 billion advertising busi- 
ness. 

You may even be surprised to 
know that the average business 
spends more money on packaging 
than advertising. In the food and 
grocery business, for example, it’s 
10% for packaging against 6.3% 
for advertising and sales promo- 
tion. 


—Gustav L. Nordstrom, executive di- 
rector, Folding Paper Box Assn. of 
America, speaking before the Chicago 
Federated Advertising Club. 


Let's Put It Aside 

The film “Twelve Angry Men” 
has just arrived in London. The 
New Statesmen, one of the more 
intellectual British magazines, was 
prompted to sponsor a contest of- 
fering prizes to the three best Mad- 
ison Avenue “ad-icisms.” Bad 


show. In spite of entries from Eng- 
|lishmen all over, including Israel, 
| Germany, Ireland, and South Afri- 


ica, no one won a prize. When you 


= on 


If news beeame printable only when it was “official,” there would 
be large holes in newspapers, and bureaucrats, bunglers and boodlers 


a 


What They're Saying... 


note some of the attempts, you’ll 
see why: 

“Let’s put it up for the Athe- 
naeum and see if it gets black- 
balled.” 

“Let’s get outside it and see if 
it gets angry.” 

“Let’s zip it up and see if you 
can still breathe.” 

“Let’s put a velvet collar on it 
and see if the Teddy Boys’ll wear 
ing 

“Let’s put it in the sandwiches 
and see if they’ll notice the dif- 
ference.” 

Let’s hope the sun has finally 
set on British contests where they 
try to outdo us in making fun of 
ourselves, 

However, someone should have 
sent them one adman’s favorite 
test: “Let’s put it on the train and 
see if it gets off at Westport.” 


—“Trade Winds” column in the Nov. 
9 issue of Saturday Review. 


Food and Teen-agers 
What the food business needs 


today among teen-agers is a face- 
lifting. Food must take off its 
apron and put on its most glamor- 
ous front. The sooner this hap- 
pens, the sooner teen-agers will 
really eat it up. 


—Robert M. Stelzer, president, Stu- 
dent “Marketing Institute, speaking 


| Rough Proofs 


Jim Garner, the handsome star 
of “Maverick,” is no cowboy, an 
AA reader points out, but the mov- 
ies have decided he could do just 
as well on the screen as those other 
horse opera stars, Dick Powell and 
John Payne. 


“Yes, Mary, there is a standard 
clause,” advertises Station WBSN, 
without even a nod in the direction 
of the classic Sun editorial, “Yes, 
Virginia, there is a Santa Claus.” 


The Ayer copy and service men 
who spent two days with Caterpil- 
lar learning how to jockey those 
big road graders and other con- 
struction equipment have gone 
back to the bull pen without the 
slightest objection. 


That 50,000-watt Nashville radio 
station now refers to its market in 
characteristic Winchellese as this 
“$2 billion WSMpire.” 


“Post-Thanksgiving week slumps 
5%,” headlines AA in reporting de- 
partment store sales tabulated by 
the Federal Reserve Board. 

A lot of retailers were glad they 
celebrated the holiday when they 
did. 


Ted Steele, tv performer, who is 
setting up a station representative's 
organization, may discover that it’s 
a business that puts even a top per- 
sonality to the test. 


“Business to dip, then rise in 
1958, Newsweek says.” 

It’s scheduled to behave just like 
Frank Merriwell’s mystifying dou- 
ble-shoot. 


Edsel’s new push to get more 
prospects behind the wheel seems 
to indicate that in the minds of the 
dealers the product image has ac- 
quired all the dignity it needs in 
this automotive market. 


Tv and radio announcers de- 
scribing the “lugsuries” offered by 
their sponsors may make it diffi- 
cult for the lexicographers to retain 
the present spelling of the word. 


When Arthur C. Fatt told a tv 
interviewer that he uses Crest 
toothpaste, he didn’t make sure 
that none of the executives of his 
client Kolynos were looking in. 


Missiles & Rockets, started a lit- 
tle over a year ago, now has 21,000 
subscribers and is going from 
monthly to weekly next July. 

That isn’t what you would call 
the story of a misguided missile. 


Even though Life is announcing a 
new closing date of only seven days 
for some b&w and two-color ads in 
January, it’s the usual 8 to 5 that 
a few dilatory advertisers will still 
ask for an extension. 


The ABC’s announcement that it 
will audit the unpaid portion of 
business paper circulations seems 
to have meant a lot more to some 
people and a lot less to others than 
it actually did. 


before the 7th Annual Food Forum, 
sponsored by United Fruit Co. 


Copy Cus. 
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it’s easier to START a habit 
than to STOP one! 


facts about SEVENTEEN 


editorial interest ...Service magazine: Fiction, Fashion, 
Amusements, Beauty, Food, Home Furnishings, Cultural, 
General Topics. 


cover price...35c—Issued monthly. 


circulation...1,012,689 ABC, June, 1957. 73% News- 
stand. Highest potential market saturation, any magazine. 


total teen audience. ..2,800,000. Every third U. S. teen 
girl every month; 75% of all teen girls within 3 issues.* 


reader ages (13-19): 90%—15-19; 73% —16-19. Median 
age 17.1.* 


occupation. ..83% in high school, college. 43% work full 
or part time (the national average for all women). 


personal income...$10.03 per week—average of all 2.8 
million readers. Totals $1.5 billion yearly. 


family income ...12 highest, all 50 publications.t 


all-age female audience... Largest, teens thru adult 
women, per 100 copies.t 


advertising readership.. .Highest, by women, all maga- 
zines.t 


advertising linage...First among all women’s monthly 
magazines, January-December, 1956 (Printers’ Ink). 


rates...B & W Page $3375; 4-color $5075. Cost/M, B & W 
$3.33; 4-color $5.01. 


printing ...Rotogravure. No plates required. 


special teacher supplement... 19,500 Home Economics 
teachers pay for subscriptions to Seventeen...receive (plus 
the magazine) SEVENTEEN-AT-SCHOOL (lesson plan- 
book based on Seventeen’s contents) ...use it (along with 
Seventeen) in teaching a total of 1,560,000 students. 


SOURCES: *Gilbert Readership Survey, 1955; tStarch Reports, June, 1957 


seventeen 


completely dominates its market! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 * PLaza 9-8100 
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Leighten, Velardo Promoted 
Edward H. Leighten, editor of 
Flow and Flow’s Material Han- 
dling Illustrated for the past five 
and one-half years, has been named 
executive editor of both publica- 
tions. He will assume direction of 
all operations of the two magazines, 
including the supervision of sales 


Velardo succeeds \'*. Leighten as 
editor of the maga es, which are 
published by Indu .:ial Publishing 
Corp., Cleveland. 


Kopper Joins ‘Re: >ook’ 

James Kopper, ‘ormerly with 
the New York Wor'd-Telegram & 
Sun, has joined the sales staff of 


and editorial activities. John D.| Redbook, New Yor’ 


Jual POSG kapada orang yang 
bacha, bilang kapada lian’! 


EVEN IN MALAYAN IT’S: “Sell the POST ft INFLUENTIALS —they tell the others!” 


Advertising Age, December 23, 1957 


Crop Damage Leads 
to $1,100,000 Cut in 
Florida Citrus Ads 


LAKELAND, F.ia., Dec. 20—The 
Florida citrus industry’s worst 
freeze since 1934 has reduced the 
crop sharply and has made it nec- 
essary to cut the Florida Citrus 
Commission’s advertising budget 
more than $1,000,000—about 25% 
of the commission’s $4,000,000-plus 
program. 

If damage turns out to be as 
great as now indicated, the com- 
mission next week may trim still 
more from the ad budget and also 
reduce expenditures for dealer 
service work, consumer publicity 
and other functions. Commission 
funds come from a per-box tax 
on fruit moving into commercial 
channels, so any crop reduction 
calls for a parallel cut in expendi- 
tures. 

At a meeting early this week, 
just a few days after the freeze of 


MEET THE MAN 
BEHIND THE AD CAMPAIGN 
THAT DID EVERYTHING 


sut SELL! 


Now walt a minute— don't get the wrong idea. It cou/d have been a 
great campaign. Pienty of hard-selling headlines that pounded home 
the theme... copy that told the story in fascinating fashion... layout 
and Illustrations art directors dream about...media selection in the 
right space, and at the right time. 


So nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can dothe same for you! 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 
dise for you. 


ee 
Merchandising t the POINT-OF-SALE 


@ Lithographed displays for inde or and outd 


use *eAni 


We've had 


ited Displays 


@ Cloth and Kanvet Fiber Banne’s and Pennants ¢ Mystik® Seif-Stik Displays 
® Mystik® Can and Bottie Holders Mystik* Self-Stik Labels *¢Squee-zeil* 
* Econo Truck Signs *¢ Booklets and Folders * Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


FROM THE DAYS OF EvVE—Mary Mor- 


gan, special features editor of 

CKLW, Detroit, received the first 

Fig Leaf award, presented by the 

Detroit Fashion Group to the per- 

son who has contributed the most 

to the promotion of women’s fash- 
ions. 


Dec. 12-13, the commission can- 
celed all possible magazine, news- 
paper and Sunday supplement 
schedules and cut deeply into the 
tv schedule. These first cuts to- 
taled more than $1,100,000, includ- 
ing $350,000 in magazines; $330,- 
000 in newspapers and supple- 
ments; $346,000 in tv, and more 
than $85,000 in Canadian and trade 
campaigns. 


® Original action in reducing the 
promotional program was based on 
“guesstimates” that some 30% of 
the remaining crop of fruit has 
been lost. It will be two or three 
weeks before accurate estimates 
can be made. It is generally agreed 
that the tangerine and temple 
orange crops were almost a total 
loss; mid-season and valencia or- 
anges were hard hit; grapefruit 
probably was hurt less than any 
other citrus variety. The state’s 
vegetable and truck crops also 
were largely destroyed, except in 
the extreme southeastern part of 
the stote. 

The citrus commission this week 
had in effect a tight embargo to 
prevent shipment of freeze-dam- 
aged fruit. + 


EWRR Loses Markus-Campbell, 
But Gains Levingston 

Erwin Wasey, Ruthrauff & Ryan 
has lost its oldest client but picked 
up a new account at the same time. 

Markus-Campbell Co., Chicago, 
publisher of self-improvement 
books and home study courses, ap- 
pointed Jackson, Haerr, Peterson 
& Hall, Chicago and Peoria, IIl., to 
hendle its advertising, effective 
Jan. 1. Markus-Campbell, which 
became a Ruthrauff & Ryan client 
in 1924, bills $125,000. Meanwhile, 
Levingston Shipbuilding Co., Or- 
ange, Tex., named EWRR, Houston, 
as its agency. There is no previous 
agency of record. 


New Book Discusses 
‘Problems of Design’ 
“Problems of Design” by George 
Nelson, industrial designer and ar- 
chitect, has been published by 
Whitney Publications, New York. 
Price is $10. The book is a collection 
of 26 articles written by Mr. Nel- 
son during the past 10 years. 
Topics covered include design, 
art, architecture, houses, planning 
and interiors. 


Sally Cramer to Cochran 

Sally Cramer has joined Jacque- 
line Cochran Inc., New York, as 
advertising, promotion and public- 
ity director for Jacqueline Coch- 
ran cosmetics, Nina Ricci Parfums 
and Parfums Charbert. Miss Cra- 
mer resigned as creative coordina- 
tor on Revlon at Batten, Barton, 
Durstine & Osborn in June. 


—<———— 


————— oo 
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Collateral Services | 
Pool Would Benefit 


Small Agency: Hanan 


New York, Dec. 18—A proposal 
for a shared pool of advertising 
collateral services was made to the 
League of Advertising Agencies 
last night by consultant Mack Han- 
an. 

“IT want to present for your con- 
sideration,” he told the associa- 
tion’s monthly meeting, “the idea 
of a shared poo] of collateral serv- 
ices that will enable you to retain 
for yourselves your essential serv- 
ices and obtain non-essential serv- 
ices less expensively and more 
competently than you can get from 
your own internal departments or 
from sporadically engaging out- 
side individuals.” 

Mr. Hanan was one of two 
speakers, the other was advertis- 
ing accounting specialist Ira Rubel, 
who predicted that within the 
next ten years, the value of agen- 
cy services will be measured by 
the number of hours devoted to a 
client. 

Mr. Hanan suggested an organi- 
zation which would handle all col- 
lateral details of servicing an ac- 
count. This would include analysis 
of markets, advertising, sales, dis- 
tribution, product and even assum- 
ing agency management functions 
such as accounting, auditing, bill- 
ing, etc. He specifically omitted 
any creative work, characterizing 
his proposal as “the agency-man’s 
agency.” 


® As outlined, it would consist of 
two groups—generalists and spe- 
cialists. The former would deter- 
mine whether the need for serv- 
ices exists, and if so, direct the 
agency to a specialist in the proper 
areas. 

Although he could not give any 
figures, Mr. Hanan was confident 
that this setup, involving the part- 
time activities by major executives 
in their respective fields, would 
result in the services being avail- 
able at less cost than usua] and 
even at less cost than the agency 
could do it by itself. 

A group of specialists is being 
lined up for the proposed organi- 
zation, but Mr. Hanan declined to 
make names public at this time. 


= Mr. Rubel made his prediction 
that agency services would be 
measured on an hourly basis fol- 
lowing a comparison between ad- 
vertising agency services and in- 


dustria] designers who generally 
charge by the project or annual re- | 
tainer. 

Agencies, he said, should—but 
don’t—keep case histories on their | 
clients. “They are unable to show | 
clients what they have done for | 
them.” 

Discussing cost control (and) 
other areas covered in an article | 
Mr. Rubel wrote for ADVERTISING | 


this Christmas... SING 
THIS NEW TUNE! 


lf talking hes failed—this might do the trick 
A new on YOUR hit porade ... 


MOST WILL BE HERS— GIVE HER 


= FS | 
FURS Give wer FURS Gwe Hen | 


Play it on the plone! Hum, sing and whis- 
per it im his ear — over and over and over 
eqgein, Whet man could resist this magic 
tune. Hell weaken ond give in —for it's 
© song hel remember and NOT forget! 
This Chertetmas — “hiwe He Fare” — 
Nem the Shewgptens 0/ Beaute pal Fors 


CONNECTICUT PLERRIERS 


Ver 07 ners ome af the mont renpectnd Quality lahat tm the entire far tmdmatry 
1) WENT Mame STREET © OFFOUTE rw sarTaim POST OMMCE 


NO HOLDS BARRED—Connecticut Fur- 
riers is responsible for this ruthless 
ad in the New Haven Herald. 


AcE in the Dec. 9 issue) the ac- 
countant warned against spiraling 
salary costs, handling unprofitable 
accounts because of their potential 
—often never materialized as the 
account moves from one shop to 
another—and speculative presenta- 
tions, labeled “ridiculous.” 

For an agency billing $1,000,000 
a salary cost of 66%-70% is about 
average, he said. Among the big- 
gest agencies, it drops to 60%- 
62%, he added. 

“More money is made or lost 
at the level of planning than at any 
other level,” Mr. Rubel went on, 
urging agency men to make care- 
fully detailed plans for their busi- 
nesses and themselves, even though 
they could be changed on short 
notices. # 


Gerald, John Folds 

Gerald, John & Associates, sales 
promotion agency located at 8 E. 
48th St., New York, has been as- 
signed for the benefit of its credi- 
tors. There are between 80 and 100 
creditors with claims ranging up 
to $5,000, for a total of approxi- 
mately $25,000 in liabilities. Assets 
are estimated at around $500. Sev- 
eral advertising agencies are in- 
cluded among the creditors. An 
auction sale is scheduled at the 
company’s offices during the week 
of Dec. 23. 


Granville Heads Color Club 


Walter C. Granville, Chicago col- 
or consultant, has been elected 
president of the Inter-Society Col- 
or Council, a group rep-esenting 
27 national organizations in the 
general fields of color in science, 
industry and art. 


Network Gross 


Time Charges 


Source: Publishers Information Bureau 
NETWORK TELEVISION 


Oct. Oct % Jan.-Oct. Jan.-Oct. % 

1957 1956 Change 1957 1956 Chang 

Gitar. tities $ 8,093,724 $ 6,878,183 +17.7 $ 66,376,706 $ 63,407,570 +4° 

A  sevttsctene 22,335,986 20,446,755 + 9.2 195,811,480 183,258,519 +6 

ee 18,771 696 18,142,005 + 3.5 156,206,019 152,461,346 +2 
Weel, sn $49,201,406 $45,466,943 + 8.2 $418,394,205 $399,327,435 +4. 

1957 NETWORK TELEVISION TOTALS 
ABC cBS NBC Total 

SORRIE entices $ 6,715,581 $ 20,231,474 $ 16,554,941 $ 43,501,996 
February ....cccccccee 6,175,488 18,309,088 14,900,631 39,385,207 
CI ccneinnenaiticiwii 6,848,848 20,172,173 16,631,974 43,652,995 
6,682,786 19,335,098 15,154,388 41,222,272 
7,258,807 20,307,762 15,811,033 43,377 602 
6,413,708 18,356,892 14,746,537 39,517,137 
6,348,496 18,537,069 13,874,872 38,760,437 
6,134,380 18,240,823 14,473,677 38,848,880 
5,704,888 19,935,115* 15,286,270* 40,926,273 


* Revised as of Dec. 10, 1957, 


8,093,724 22,335,986 18,771 696 49,201 ,406 
$66,376,706 $195,811,480 $156,206,019 $418,394,205 


in Tucson 


There’s a lazy warm sun shining down on Tucson 
most every day—but don’t let that “lazy”’ fool 
you. Tucson is buzzing these days—take a look 
for yourself. 


In the past five years, population has increased 
over 100% —compared to the U. S. total of 
18.8%. And in the past 10 years, buying power 
has shot up over 160% —compared to the U. S. 
total of 88.4%. Now look what’s happened to 
retail sales during this period—up 281%! Com- 
pared to the U. S. total of 92.2%. 


The electronics industry has much to do with the 
amazing growth of Tucson in the past few years. 
The Hughes Aircraft Company, for example, has 
located here to manufacture the Falcon Guided 
Missile. Douglas Aircraft, General Electric, RCA 
are some of the other big companies that have 
chosen Tucson as an important part of their 
branch operations. What’s more, just outside of 
Tucson, the U. S. Army has located its Elec- 
tronics Proving Ground installation, employing 
over 90,000 military and civilian personnel. 


If you want your share of the big boom in Tucson, 
PARADE and the Arizona Star will give it to you. 
Each Sunday they call on more than half the 
homes in the county. Each Monday they begin 
to move goods off dealers’ shelves all across town. 


PARADE...The Sunday Magazine section 
of 59 fine newspapers covering some 
2800 markets ...with more than 16 mil- 
lion readers every week. 


pe sve 


Annual Fiesta de los Vaqueros parade 
held in Tucson to open the four-day rodeo. 


Per cent of families resebed 


LGORK......., 6.8% 
LI¥VE......,.7:8% 


aon 9.0% 


Rowe Ceenty 


‘The Sunday Picture Magazine 
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Emotional as Well as Physical Checkups 
for Executives Are Urged by Dr. Menninger 


Cuicaco, Dec. 17—Every execu- 
tive should undergo emotional as 
well as physical checkups, Dr. Wil- 
liam C. Menninger suggested to- 
day, speaking before a group of 
executives considering “Problems 
of Business Leaders.” 

The luncheon address was part 


of an ail-day session sponsored 
jointly »y the Illinois Society for 
Ment: Health and Science Re- 


search Associates. 

1). discussing the “mental health 
©! ourselves as executives,” Dr. 
\ienninger acknowledged the frus- 
trations, the self doubt, the loneli- 
ness of the men at the top. He 
made the following suggestions: 


e “Every executive should set 
aside some time, once a year at 
least, to decide where he is going, 
what are his ambitions and aspi- 
rations. Maybe you are president. 
So what? What in your personal 
life is most important to you? 


e “You ought to have an avocation 
and ought to take vacations. 


e “You ought to have periodic 
physical check-ups. 


e “You ought to have some kind 
of ‘emotional check-up.’ 


emotionally,” Dr. Menninger said, 
“I would want to know these things 
about you: 

“I would inquire into the con- 
stancy of your own personal rela- 
tionships. I’d like to know how you 
get along with other people, whom 
you like, whom you don’t like, and 
why. Are you ‘on’ one day and 
‘off’? the next? How good are your 
personal relationships? 

“I would also inquire into how 
you handle a situation when reality 
gets rough. Do you lose your tem- 
per? Get jittery? Get paralyzed? 
Get so anxious you can’t function? 

“How much fun do you have in 
constructive, creative giving of 
yourself? How well do you accept 
frustration? Can you accept frus- 
tration for future gain? 

“How free are you of anxiety? 
What outlets do you have when you 
are tense and anxious?” 

And, finally, Dr. Menninger said, 
he would want to know, “If you 
know you're troubled, do you go 
and get help?” 

All of us have troubles from time 
to time, he told the executives, and 
it takes courage to seek help, cour- 
age “to examine ourselves.” 


the executive is “psychologically a 
father.” He asked the executives 
present: “How good are you at 
understanding people? Can you be 
authoritarian and simultaneously 
affectionate? To be better leaders 
you have to be interested in doing 
those things that make it possible 
for other people not only to earn 
their living, but maybe to have a 
lot of fun in life as well,” he said. 
“Hate is free-floating every- 
where,” Dr. Menninger told the 
group. “Love,” he said, “is the only 
neutralizing force to counteract 
hate. An executive needs the ca- 
pacity to care about others.” + 


WLW-C Appoints Two 

James R. Sefert, national account 
executive for WLW-C, Columbus, 
O., television station, has been 
named to head the new Cleveland 
sales office of the parent Crosley 
Broadcasting Corp., effective nex 
month. Juanita Wilcox Mitchell 
has rejoined the staff of WLW-C 
as film director. She was publicity 
manager of the station when she 
left in 1952. 


ABC Advances Bennett 

Charles O. Bennett has been 
named director of informational 
services of the Audit Bureau of 


|Circulations, Chicago. He joined 


® Discussing the art of handling|ABC’s public relations staff in 
= “If I were to check up on you! people, Dr. Menninger said that!1951. 
‘iaeliormetieemeetimeedtemmeinamtinamnatimmattacntinann — 
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The median income of the Elks 
Magazine households is $6,636. 


94.2% own one or more automobiles. 
31.2% bought a new car in the 
last 12 month period. 


In the ownership of household 
appliances and expenditures for food, 
clothing, and services adding up 


demonstrates conclusively that 
Elks are a top market. 


To sell this market of 1,204,000 Elks — 
advertise in The Elks Magazine. 


living, the Starch Report 


"| Have A 


ent of its money. It’s a proven fact. They made 


16,294,100 last year. And they will spend—on the aver- 
age—80 percent of it on consumer goods. 


Mr. Pepper: What’s more, they buy quality, too. We 


have success story after success story, rol 


up by 


Sales Problem” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


: I am a sales manager with a sales prob- 
lem in the Mid-South. As a southerner can you 
suggest some solution that I could be missing? 


Mr. Pepper: There is definitely a solution you may be 
missing. As a southerner, I know from actual facts that 
there are advantages available in this area that are not 
in other sections of the country. 


Mr. wy - This fact alone is worth cash to find out 
—that Memphis trading area is 40 percent Negro. 


Mr. Pepper: Suppose you could sell that 
40 percent as a unit? 


Mr. Ferguson: You can. Right in this 
area are nearly one-tenth of all the 
Negroes in the United States. The larg- 
est Negro market in the whole world. 
And delivered as a unit, by the one medium they all 


Mr. : WDIA was the first N 
. radio station ever to be built in 
section of country. That means, it has a 


A1\ 


fe werful we 4 a l. In their own 
\ er Fanguage—it se ese people and it 
Ya em with the only 50,000-watt 


transmitter in this area. 


Mr. Ferguson: But there’s something just as important 

for yeu yy — Cie, meaeies, which rm o "t 

to out m mar surveys. at's 
et the people 


the that this 40 percent spends 80 


advertisers like Swansdown Cake Mixes, and Kools. 
and Carnation, and Fitch Shampoo. Ali of them based 
on that wonderful, fabulous true story, of a market 

LA found nowhere else in the world. and a 
9 medium tailored to suit it. 


Mr. Ferguson: That 40 percent of Mem- 

phis actually buys far beyond what you'd 

expect. That 40 percent buys 52.9 percent 

of the women’s hosiery sold here. They 

ney At percent of the salt. They buy 63.8 percent of 
e flour. 


Mr. Ferguson: And you can tap this market for your 
own product, through WDIA. In fact, there is no other 
medium of any kind that comes anywhere near the 
coverage—much less the acceptance—of WDIA. 


Mr. Pepper: For that’s the big factor in WDIA'’s own 

success story. WDIA is the first radio station ever to 

broadcast for Negroes only. It’s their station. It gives 

a ae of sales message in their language. And they’re 
yal to it. 


Mr. Ferguson: What pes can get in on here is a special 
appeal, to a special mass group, through a special 
medium. These are the 80 > spores that make 
up almost half the population. they’re delivered 
to you as a unit. 


Mr. Pepper: So drop us a note, give us an idea of what 
your line is, and see what we can give you by way of 
proof. I'll ——s grqsentes you—no matter what 
your field is, and your product is, we've 
ot facts and figures and case histories 
at will make you sit up and take notice. 

Write us today. 


Mr. Ferguson: We'll look forward to hear- 
ing from you. 
WDIA is represented nationally by John E. Pearson 
Company. 
Commercial Manager, Harold F. Walker 


Advertising Age, December 23, 1957 


Getting Personal 


Perry L. Brand, 35, vp of Campbell-Mithun, Chicago, was named 
one of the city’s four “outstanding young men of 1957’ by the Junior 
Assn. of Commerce and Industry for his extensive work in YMCA 
youth projects. . . 


Jerry Moss, who resigned as national sales promotion manager 
for Kessler Distillers division of Seagram Distillers last April to 
launch Jerry Moss Inc., New York point-of-purchase business, has 
announced that it’s a boy this time—born Oct. 28 to him and his 
wife, Bernice. . . 


G. Reed Schreiner, former director of advertising for U.S. Steel 
Corp., now retired, has been awarded a life membership in the Na- 
tional Industrial Advertisers Assn., Pittsburgh chapter. . . 

Real proud of a handsome plaque is Carl H. Sigler, vp of Gordon 
Best Co., Chicago. It was given to him Dec. 16 by the Merchandising 
Executives Club of Chicago, of which he was a founder and first 
president. He’s now the only honorary member of the club, which 
has grown from 9 to 300 members. . . 

Former U.S. Senator William Benton of Southport, Conn., a foun- 
der of Benton & Bowles, New York, has been elected to the board 
of trustees of the American Assembly of Columbia University, New 
York. . . 


Fornasiero Cassano Burke Stevens 

Stahl Sweeney Ocasal D’‘Agosta 
CHAMPS—After being runners-up for two years in a row, the BBDO 
softball team won the 1957 New York City Advertising Agency 
League championship. Team members pictured here are Ronnie 
Balzano, Dom Fornasiero, John Cassano, Jim Burke, Shep Wright, 
Art Stevens, Norm Stahl, Rolland Michaud, Jerry Sweeney, Dimitri 
Ocasal, Bob Irvine and Ed D’Agosta. Not pictured are Maurice Lom- 
bardi and Paul Heer. The softball team of Ogilvy, Benson & Math- 
er, pictured in the Nov. 11 issue of AA, was the winning team in the 
play-off tournament. 


Walter G. Gisselbrecht, business manager of The Register, Torr- 
ington, Conn., has been re-elected Ist vp of the Torrington YMCA. 
John H. Brooks, president of The Register, has been reelected to a 
three-year term on the YMCA’s board of trustees... 


William Dwight, president of the American Newspaper Publishers 
Assn. and publisher of the daily Transcript-Telegram, Holyoke, 
Mass., has been elected to the board of trustees of American Inter- 
national College in nearby Springfield, Mass., for a four-year term. 
. .. Roy E. Larsen, president of Time Inc., New York, has been 
named chairman of the Connecticut state committee for selection of 
Rhodes Scholars. American students are given 32 Rhodes scholar- 
ships annually... 


Margaret Ettinger, vp in charge of the Hollywood office of Com- 
munications Counselors Inc., has been chosen by the Los Angeles 
Times as one of the ten “Women of the Year” in the area... 

Jack Taylor, of Station WPEN’s “Pat & Jack Show,” has been 
elected to the board of trustees of St. Luke’s and Children’s Medical 
Center in Philadelphia. . . Emanuel “Manie” Sacks, vp of RCA and 
NBC, who had been laid up for six weeks in Philadeiphia’s Albert 
Einstein Medical Center (of which he is a board member), tried to 
return to his duties prematurely and is now under care at the Phil- 
adelphia home of his mother. . 

Herbert Drake of Ted Bates & Co., New York, father of three 
sons, has welcomed a new arrival—Betsey Blythe Drake, eight 
pounds, nine ounces. Mrs. Drake is the former Jean Reynolds, for- 
merly of Lever in New York and Batten, Barton, Durstine & Osborn 
in San Francisco. . . 

Chester Kuttner, exec vp of Kuttner & Kuttner Advertising, Chi- 
cago, was host at a buffet supper in his home for 12 European mar- 
keting and retailing executives who wished, among other things, 
to visit a typical American home... 

Charles O. Puffer, president of Charles O. Puffer Co., Chicago 
agency, has left with his wife for an extended trip through Europe 
where he plans to study advertising agency practices. . . 

Lloyd E. Yoder, vp of NBC and general manager of WRCV and 
WRCV-TV in Philadelphia, has been named to the executive com- 
mittee of the board of trustees of Carnegie Institute of Technology, 
where he was the school’s first All-American football player, class 
Se Se 

Harry D. Adair, president and sole owner of Metropolitan Adver- 
tising Co., New York, celebrated his 50th anniversary with the firm, 
where he started as an errand boy Nov. 30, 1907. . . 

Curtiss, Quinlan, Keene and Peck Inc., one of the largest adver- 
tising agencies in Indiana, celebrated its 20th anniversary with a 
party for employes at the Indianapolis Athletic Club. Present were 
three 20-year members: H. A. Quinlan, president and chairman of 
the board; K. E. Keene, exec vp; and R. F. Wilson, artist. . . 


Balzano 
Michaud 


Wright 
Irvine 


a er 


es eee ay pape VO ne ee ie eee ee a eM oe ee, ic 2 ee Ne me ae ie. ae ae! ees ar, ebay ya St a eee I Pe ran noe : i: oe 7 MPR aaa ne ieee 
ee ee i el a a re oe ee ee a rn oe 
Ve =“ ee oe ee ee eee ee, 
a ali i ee si es 6 sc aM ae i lees a ane ie 
=e . =A 
one a 
, = ee Es 
a 
| ee | | : 
| | | Po : 
oy 
af 
7 ae 
ee | iP 
ee. 
oes | " 
ae i 
‘Pe : 
me | 
oy . 
ig vc, 
=” p 
ad “1 
my 
2 P 
= ¥ 
a | o 
pee nal 
2 : 
BS | ae 
here iz 
ae 
4 a 
Ps é \ 
et > al j 
Ah \ ‘eg Aas ws EF & - 
es 4 wi og 
aia pe , (} - 
. a ¥F le \ . re pes ie ae I 
: f. Pe ins . = oe Enna! she 
ee = ; : / ’ ee , 
: — ee . in sp ae ba ‘ea i, ei : 
ae > SE pe ie ~ ; 
. \ ’ ; Fc oe ive ad a 
Fe aor ue 
‘ ’ a fa ee ; 
a . 4 / . *4 a ae th 
ae { a ig hy Zz oo A 
= ess | | | ae NN. & ‘ 
J me 6 | 2 ta ? F “a 7 pe YY a . 4 
F | Se Wd * Sages A 4 — i 
Ba | es >. a i _ ; on 
me | — 8 eh). 2 : 
a | | ee ; f gt see ' ee . a 
ae | | i Se ,; = Ve ‘ 
ay F ; a 
eee ™ f i : ity 
7. | 
ee ¥ | eh 
Mug | aa 
Se j 
he i | A 
a cy 7 | i 
he 4 4 
as ‘oy - | me 
cre 1 | 
ogy THE I 
ie 
age I a 
pe | J ss 
a! TL 
chs . 
Fis : : 
Lea THE INQUIRING ADVERTISER: perc 9 
ai ps 
he. i) 
ms ‘ id 
ch f 
peu: : 
seas = 
haar : 
foi tes . 
Nae ' * % 
oe PS | 
has she ; 
aa a : 
ee 
ieee! at 
i mm 
t 
\ 
/ f 
‘ 
oD } 
r ¥ : \ 
i ic “ Ww and respond to, JIA | ' 
ee 
Z 
au pe 
Be 
mee a aed ¢ : ? ‘ ple ret al : f ¥ me \ e ie ple < ' a > = a ears 
‘ a ag 7 {ome ear Aare e at See . ie ees fear, LS A 3 ll Gea 2%, ne SES Sei «3 i cig MC 4 ih Pk MS ME hg cn ee ee ee ae ee Kee NS 5 
eo SS ene cps kay pee tr ee. a ee Pe aes Re ea eee lo 2m x ig ceer ow et eT a “ce cae ea = aoe 
Bees Vides: eee a3 one a a SS ee te on, ce ARR re nr a SR a a, + SS Gre a Ree ae ae -. Ty ke ee, er nee 


In the Spirit of 


Public Service... 


e streggth 
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Contributed by your outdoor advertising company as a public service to the Committee on Religion in American Life, Inc. 
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« Outdoor Advertising 


Art Director : George Schoenberger, J. Walter Thompson Company Artist: John McDermott, J. Walter Thompson Company 


Year ’round, throughout the nation, space for messages like 
the one shown above, is contributed in the public interest by 
local Outdoor Advertising plant operators. 
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NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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Exec Salaries Rose 
Average of 5.1% in 
1956, AMA Reveals 


New York, Dec. 17—Top execu- 
tives’ salaries in the U.S. and Can- 
ada went up about 5.1% last year, 
according to the American Man- 
agement Assn.’s eighth annual sur- 
vey. The previous year salaries 
had gone up 5.9%. 

For t! wst time, this year top 

nt salaries in smaller 

-s (sales under the $1,000,- 
,000,000 level) also were 
su ved. Salaries of these execu- 
tives were found to vary in direct 
relation to size and to product and 


000 


market served, much as they vary | 


by industry classification and size 
in the larger ones. 

However, it was found, salaries 
in smaller companies also vary 
with the number of positions at the 
top rnanagement level. Top man- 
agement compensation in these 
companies tends to decrease as the 
number of officers increases. + 


How 
Business 


Buys 


This just published report 
measures and defines the 
core of companies buying 
most of the goods and services 
sold in America today. 


It tells how this core of 
companies goes about making 
major purchases. 


“How Business Buys” was a 
major marketing project 
conducted jointly by the 
Marketing Services Company 
of Dun & Bradstreet, Inc., 
Benson & Benson, an 
independent research organ- 
ization of Princeton, N.J., 
and the Marketing Division, 
Advertising Department of 
“U.S.News & World Report.” 


For a copy of the report 

ask your advertising 

agency or write us on 

your company letterhead— 
“U.S.News & World Report”, 
Rockefeller Plaza, 

New York 20, N. Y. 


U.S:News 


. World Report 


America’s Class News Magazine 


Now more than 960,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
erment, and the professions. 


S&H Opens Supply Center 

A new “store”—a two and one- 
half acre, $1,250,000 merchandise 
center—has been opened by Sperry 
& Hutchinson Co. in South San 
Francisco. The new center will be 
the hub for more than 12,000 Cali- 
fornia retailers who now give S&H 
green stamps and an estimated 3,- 
000,000 families who save the 
stamps, S&H says. The new store 
will maintain a $2,000,000 mer- 
chandise inventory, according to 
S&H. 


British Stamp Plan 
Offers Savings Bonds 


Lonpon, Dec. 17—Trading stamps 
have reared their head in Britain 
with a new scheme under which 
consumers would be able to collect 
coupons to exchange for saving 
bonds. 

Launched by Unitoken Ltd., the 
scheme is heralded as providing 
manufacturers “at modest cost with 
a collective marketing incentive 
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that will at the same time encour- 
age saving and help reduce the 
cost of living.” 

Unitokens Ltd. is controlled by 
Cmdr. Hilbert Hardy, who is also 
managing director of the Town- 
send Smith & Hardy Ltd. agency. 

Manufacturers using the scheme 
will undertake to attach to their 
products stamps, each worth 2%% 
of the retail selling price, less any 
government tax. Consumers will be 
able to exchange 1,000 units for a 
£1 ($2.80) government premium 


savings bond. 

Coupons will be supplied to man- 
ufacturers at face value plus 15% 
commission to cover handling, ad- 
vertising of the scheme, collecting 
books and other items. + 


Ampex Appoints Carter 

Richard L. Carter, formerly an 
account manager of Boland Asso- 
ciates, Honolulu, has joined the 
professional products division of 
Ampex Corp., Redwood City, Cal., 
as advertising coordinator. 


IS THE ONE SHE © 


THE 
HARDEST 
MAGAZINE 


—and every month, more women are picking up the new Woman’s Day, the magazine that 
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Pacific T&T Spent 
$1,980,020 on Ads 
in Ist Half of 1957 


SAN FRANCIsco, Dec. 18—Adver- 
tising placed by the Pacific Tele- 
phone & Telegraph Co. amounted 
to $1,980,020 for the first six 
months of 1957, or 0.6% of total 
operating revenues. 

Ad expenditures for the giant 
utility came to light for the first 


time during a California State Pub- 
lic Utilities Commission hearing 
here on a request for a rate in- 
crease amounting to $40,500,000 a 
year. 

Commissioner Matthew J. Dooley 
had ordered the company to pro- 
duce figures on its advertising, 
public relations and lobbying for 
inclusion in the record of the hear- 
ing. 


s “Almost all of the company’s 
division, district and local com- 


mercial managers,” the PT&T re- 
ported, “are at one time or another 
a representative of the company to 
some one of the 300 city and coun- 
ty governments in California.” 

The company reported it spends 
less on advertising, in relationship 
to revenue, than do California’s 
gas and electric utilities. 

A challenge to the phone com- 
pany’s advertising and lobbying 
practices had previously been made 
by Alan Campbell, deputy city at- 
torney for Los Angeles, who argued 


that these costs should not be 
passed on to consumers as rate 
increases. # 


Zenith Advances Kinney 
Eugene M. Kinney, with Zenith 
Radio Corp., Chicago, since 1946. 
has been named general manager 
of the Zenith hearing aid division, 
succeeding William N. Brown, vp, 
who has resigned. Since January, 
Mr. Kinney has been assistant gen- 
eral manager of the division, su- 
pervising and coordinating a five- 


| PICKS UP HERSELF! 


fits their new way of living. (In the January issue, you'll find new ideas on Homemaking.) 
Woman’s Day, the magazine 


Pe tet OR. 


1957, WOMAN'S DAY. INC 


| man staff responsible for the 
\division’s sales, service, adminis- 
tration and advertising. Zenith also 
has named Robert G. Stuart, with 
Zenith since 1953, general sales 
manager of the hearing aid divi- 
sion. 


Ronalds Promotes Two 

Ronalds Advertising Agency, To- 
ronto, has appointed Arthur Bishop 
a senior account exccutive in the 
home office. He formerly was man- 
ager of Ronalds’ western opera- 
tions, with headquarters in Edmon- 
ton. Replacing Mr. Bishop will be 
Cc. G. Steeves, account executive 
in the home office. 


Mayer Names Clark 

W. J. Clark has been appointed 
manager of the new Chicago office 
of Frank Mayer & Associates Inc., 
Milwaukee, manufacturer of point- 
of-purchase display material. The 
office is at 510 N. Dearborn St. 
Mr. Clark formerly was vp and 
sales manager of Litho Paint Post- 
er Co., Chicago. 


FIGURES| 


THESE LOCAL 
GOVERNMENTS EQUALS 
THE NATIONAL 


Giving them reasons to buy in 
MAYOR AND MANAGER will help 
you get your brand elected. Top 
men on city teams across the 
country will see your sales 
message in the receptive at- 
mosphere of their own special 
interests in this new, best 
edited, easiest to read publica- 
tion. Circulation guaranteed: 


First in its field in advertising 
volume and first in the hearts 
of its readers because it talks 
their language best, LAW AND 
ORDER reaches and influences | = 
Police Chiefs, everywhere. From | 
photo equipment to radios—for 
big unit sales—be sure you sell 
these uniformed men of deci- 
sion. Audited circulation: 


11,325 


THE 
MUNICIPAL 
GROUP 


William C. Copp & Assaciates 
| 72 West 45th Street — New York 36, N. Y. 
MUrray Hill 2-606 
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The one thing the Iron Curtain 
cant keep out__ 


TRUTH 


Help Radio Free Europe | send your truth dollars 


GIVE ali” 


the UNITED way 


BETTER 
MENTAL 
HEALTH 


ONLY YOU CAN 
PREVENT FOREST FIRES! 
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Basic campaigns are on a continuing basis, but 
the resources available through The Advertising 
Council are often applied almost overnight ' 
to emergency situations, such as the Hungarian f 
Emergency Relief campaign. Photo shows Hun- 


garian escapees receiving packages supplied 
through American donations. 
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at Work 


They said America would never work. 


In 1789, the royalists said it would take a miracle. 
Today, the communists are singing the same old song. 


Somehow, though, we keep chugging right along. Matter of 
fact, when you look at the rest of the world, we've done pretty 


well. Sometimes we wonder what it is that makes us tick. 


Across from this page are nine reasons. Each stands for 
one of those public service campaigns you see almost every- 
where you look or listen. A vast amount of time, effort, and 


money has gone into advertising like this. 


It’s done a world of good. It’s helped cut down on the 
rate of highway accidents. It’s helped fight forest fires. It’s 
sold a lot of savings bonds. It’s helped pave the way for 
higher education. Many other things. 


Maybe you've wondered who pays for all this. In other 


countries, of course, you'd know. The government. Which, 


The Advertising Council 


If you would like to know more about this work, this 
magazine suggests you write for a free booklet to The 
Advertising Council, 25 West 45th Street, New York 36, 
New York. 


in turn, means the people — through taxation. 


Here at home, you might guess that the money comes 


from charities. 


Not so. Private business pays for all this. Businessmen and 
women donate their efforts to producing these messages. 
Magazines like this one, newspapers, radio and TV stations, 
car card and outdoor poster companies give free time and 


space to keep you reminded of them. 


Why? Because in this country, what benefits you benefits 


everyone. 


The healthier you are, the safer you are, the stronger 
you are, the better informed you are —the better off the 
country is. So, what helps the country helps you, helps 
business, helps everyone, in this “People’s Capitalism” of ours. 


That's the miracle that makes America work ... and keep 


on working. 


...for public service 


This “report” of The Advertising Council will appear in spreads in full color in The Saturday Evening Post, Dec. 28; Look, Jan. 7, and Life, Jan. 13, as part of these magazines’ contribution to 
the work of The Advertising Council. The ad itself was created and contributed by Leo Burnett Co. ADVERTISING AGE is pleased to have an opportunity to show it here to the advertising 
industry, as a reminder of the $150,000,000 annual contribution of money, space, time and talent by business and advertising to the Council’s public service campaign. 
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. The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ANA'‘s Paul West Denies 
‘Clash’ with William Carr 


To the Editor: In the interest of 
good jour! . and the service it 
render . factors in advertis- 
ing, | » call your attention to 


:2curacy in reporting on 
eeting of the ARF Board 
issue of Dec. 2 which, if 
corrected, can do a disservice. 
Your lead article reports that at 
meeting “... William B. Carr, 
advertising vp of McCall’s, clashed 
violently with Paul West, president 
of the Assn. of National Advertis- 
ers.” 

That statement is just about as 
far from the truth as it could be. 
As a matter of fact, we had what I 
believe all present at this meeting 
would agree was a very healthy 
and constructive discussion. After 
Bill Carr, as a director of the ARF, 
had given the board a frank report 
on the current attitude of some 
publishers on the Magazine Audi- 
ence Research project promulgated 
by the ARF, I and others said we 
felt he had done the ARF a real 
service in informing the board. 

The outcome of it was that be- 
cause of the evident misunder- 
standing in some quarters about 
the real purpose and need for a 
basic magazine audience study 
there should be a meeting of the 
ARF board with the principal pub- 
lishers concerned in order to clear 
the air and, if possible, agree on a 
course which the principal parties 
could agree is best for the industry 
as a whole. 

It is evident on_all sides that 
during these critical times when 
the full power of advertising is 
needed as never before, this is 
no time for divisiveness, and there- 
fore I think it is important to set 
the record straight. 

Paul B. West, 

President, Assn. of National 

Advertisers, New York. 


AA is sorry to have misinter- 
preted Mr. West’s position at the 
ARF board meeting. Mr. Carr, in- 
cidentally, confirms Mr. West’s 
point, adding, “He was the nicest 
kind of guy at that meeting.” At 
the same time, the recollections of 
others who were at the meeting 
leave little doubt about the lack of 
harmony, and subsequent events 
have borne this out. A united front 
on the proposed magazine study 


a gro 
Nov 1 


point in saying there is a united 
front when there obviously isn’t. 


Is Selling-Enthusiasm a 
Dying Art? He Wonders 


To the Editor: What is wrong 
with our economy? I have recently 
seen examples of an appalling lack 
of understanding in advertising, 
selling, promotion, and sales train- 
ing that answers part of that ques- 
tion. 

Recently, I was interested in a 
new car. I saw six different deal- 
ers. In each case, I left my name 
and address, yet only one out of 
the six took the trouble to follow 
up on the “lead.” 

In most of these auto showrooms, 
salesmen were standing around 
talking to each other. They cer- 
tainly had the time to follow up on 
“leads” but there simply wasn’t 
the initiative or the creative sell- 
ing ability that produces sales. 

What happened to the people 


may be desirable, but there is no | 


lies” and have grown fat from 
decreasing activity and creativity? 
To put it very bluntly, is selling- 
enthusiasm a dying art? Are the 
larger agencies overlooking selling 
problems and are concerned only 
with advertising problems? Have 
we forgotten that nothing—abso- 
lutely nothing—is sold until it is 
sold into the hands of the con- 
sumer? 
The writer of this letter has had 
a unique experience in advertising, 
promotion and publicity. I have 
been continuously engaged in these 
areas for 30 years, starting when I 
was 13, then going to high school 
and college at night. As I sit back 
and think of the past tough climb 
up—and then consider the exam- 
ples mentioned, I want to reach 
out and awaken everyone in ad- 
vertising and selling who is asleep 
from easy times. No, I’m not “out- 
of-date—and longing for the old 
days.” I’m an alert 43 and very 
much aware of our changing econ- 
omy—and equally aware that peo- 
ple have not changed—only where 
and how they buy! 

Maurice M. Goldberger, 
Gramercy Advertising Co., 
New York. 
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Movie Ad with Guts 

Keeps This Critic Away 

To the Editor: The enclosed ad- 
vertisement is forwarded to your 
“Let’s Clean Up Our Own Profes- 
sion” department, with no com- 
ment other than this writer was 


ITS YOU IN THE GUTS 
WITH A BECEYEUL OF LEAD! 
- . 


-semonl 


Le CARD WIDMARK in “Tit LMT” 


slammed in the guts by the rather 
flagrant bad taste displayed. 

While I might enjoy the movie, 
I shall stay away, in single-handed 
protest, but will not be surprised if 
the general public stays away 
through sheer revulsion. 

R. W. Van Voorhis, 

Advertising and Marketing, 

Houston Lighting & Power Co., 

Houston. 

P. S. On the same page was an- 


“France’s newest love goddess.” 
. a es 


Lines Up Exceptions to 


who developed the markets and 
the products and backed them with 
hard-hitting sales ability? Is it pos- 
sible that we are all riding along 
on the sales-spirit and appropria- 
tions of the “old timers” who made 
our present jobs possible? What 
contributions have each one of us 
made to perpetuate the successes 
of the past? Is it possible that we 


Britt's Subliminal Report 

To the Editor: I would like to 
jtake exception to the article on 
|subliminal advertising written by 
'S. H. Britt in the Nov. 18 edition 
|of ADVERTISING AGE. 
| I believe that readers may be 
misled into thinking that sublim- 
jinal advertising has now been 
proved to be effective, when ac- 


have the “wrinkles out of our bel-/ tually, it has not, I fee] that the 


other, proclaiming the discovery of | 


advertising profession needs much 
more evidence than it now has be- 
fore the claims for this new meth- 
od can be accepted. 

Specifically, here are the excep- 
tions which I have taken: 

1. The experiments on sublimin- 
al stimulation cited by Mr. Britt 
did not prove that this method of 
advertising will motivate anyone 
to buy a product. The experiments 
did prove that a message could be 
acquired below the level of con- 
sciousness, but the responses to 
these messages were comparatively 
simple, such as reading letters cor- 
rectly, judging, guessing correctly 
or reacting speedily. However, 
there was no evidence to show 
that individuals could be motivated 
to perform anything as complex as 
making a purchase. This is a sub- 
tle point that might easily be over- 
looked. 

2. When Mr. Britt wrote: “It is 
small wonder that the developers 
of subliminal advertising have 
themselves suggested government- 
al control,” he is implying that it is 
effective and dangerous; otherwise 


Advertising Age, December 23, 1957 


why would control be necessary? 
Here he is implying that it will 
make individuals behave in a 
manner that is not characteristic 
of them; for example, voting for 
someone they really did not like. 
However, I see no evidence for this 
assertion. 


3. Britt pointed out that the ex- 
periments of Vicary and Thayer 
were truthful. Although I do not 
deny that, I do feel that we need 
to know much more about these 
experiments so that we may judge 
their validity for ourselves. Here 
are a few things we need to know: 


a. The size and description of the 
sample and a description of the 
tests. 


b. Were the conditions in the 
theater hot and dry so that there 
would have been a natural urge 
to buy Coke and popcorn? 


c. Was there evidence to show 
that the sales of Coke and pop- 
corn fell off when subliminal 
advertising was not used? 


d. Was a test also made to de- 
termine whether advertising fea- 
turing appetizing pictures of 
people eating popcorn and drink- 
ing Coke may have increased 
sales even beyond that claimed 
for subliminal advertising? 


e. Was the test also made at dif- 


ferent times of the year so that 
the seasonal effect could be de- 
termined on the sale of popcorn 
and Coke? 


f. Could the test be repeated by 
anyone, anywhere, using the 
same techniques? 

4. Presuming that subliminal ad- 
vertising will sell popcorn and 
Coke, what evidence do we have 
that it will sell other kinds of 
products? 


5. Britt points out that sublimin- 
al advertising “could become a 
potent...and even a dangerous 
technique.” But this assumes that 
it is effective in doing one of the 
following: (1) motivating individ- 
uals to behave in complex ways; 
(2) motivating individuals to act 
in a manner in which they ordinar- 
ily would not have acted. 

6. I believe that this article rep- 
resents a serious problem to the 
advertising industry because more 
and more of the public who have 
heard of this method have started 
to fear it. There is thus a problem 
that newspaper and magazine 
writers may overemphasize or ex- 
aggerate the power of this method 
of advertising to the extent that 
the public loses confidence in ad- 
vertising. What we need today is 
valid evidence, and until that evi- 
dence is forthcoming, I cannot ac- 
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cept the essence of Britt’s article. 
Jack Z. Sissors, 
Professor of Journalism, Me- 
dill School of Journalism, 
Northwestern University, Ev- 
anston, Ill. 


Doesn't Call Product Copy 
‘Public Service’ Advertising 

To the Editor: It is not often I 
take issue with the Creative Man’s 
Corner. However, his column of 
Nov. 11 seemed to me to be ’way 
off base. Because I believe that on 
many occasions I have been sold 
too much automotive service I 
found the long copy in the Carter 
ad refreshing. Granted that there 
was a great deal of reading in- 
volved, I enjoyed Carter’s complete 
story rather than brief compara- 
tives, superlatives and non sequi- 
turs, 

If, as CM predicts, the Starch 
“read most” figure is low, I won- 
der if the net result would not be 
superior to a high “read most” of 
copy which told a less complete 
story. 

I have only two complaints about 
the Carter ad. First is the place- 
ment of type of the headline. Sec- 
ond, and definitely major, I object 


directly or indirectly promotes the 
sales of the advertiser’s products is 
“done in the public service,” and 
Carter was certainly promoting the 
sale of its parts. Certainly Carter 
is not the only offender. General 
Motors Acceptance Corp. has run 
this into the ground with their 
traffic reports. 

J. E. Douthitt, 
Senior Advertising Assistant, 
Photo Products Department, 
E. I. du Pont de Nemours & 
Co., Wilmington, Del. 


The Creative Man Gets 
Another Walloping 

To the Editor: Re: The Creative 
Man’s Corner... 

Someone must have patted this 
joker (the editor of subject cor- 
ner) on the back once too often. 

He really believes he is the CRE- 
ATOR. 

That life-like sketch of himself 
in the upper right-hand corner of 
his box must be pretty much as he 
looks; I am sure the size of his 
head is in the exact proportion to 
the rest of his frame. 

All will agree that he, just like 
every other citizen, has a right to 
like, or dislike an ad—and to buy 


strongly to the phrase “public 
service advertisement.” I don’t be- 


lieve that any advertisement which | 


whichever product he pleases for 
|whatever reason he chooses. 


to disagree with a gutter-type 
burst such as the phrases under-| 
lined. 

Does he (The Creative Man, I 
mean) expect Colgate or any oth- 
er advertiser to use its ad budget 
to tell the reading public what 
gives in the East-West situation? 
With a head the size of his (the| 
same man) he surely must be able 
to see all—and he surely must 
know all. 

Therefore, I think he should 
stop criticizing the ads and tell all 
he knows about the many world 
problems. 

But if he (same guy) feels his 
talents are best spent in tearing 
the ads apart, it is suggested he 
keep it clean. 

This note is a personal opinion 
and in no way reflects the think- 
ing of my employer. 

P.S. The thought just occurred 
to me: Is this corner edited by a 
newcomer? I always enjoyed 
reading it, but not the (Oct. 7) one 


to any of your readers who may 


In dialogue and animation, the 


have use for it. This is based on|Sunbeam commercial is similar to 


with short advertising budgets. 


my own experiences ir dealing|the “Tip-Top Lady.” But where 
90% of the Tip-Top commercial is 
I compiled this study for people|humor and 10% is an almost un- 
who, through lack of knowledge|related 
or limited budgets, do not follow |Sunbeam commercial uses all the 
through on their advertising pro-|time to combine the appeal of hu- 


sales presentation, the 


grams. I have read letters in trade} mor plus logic to get across a pow- 


cumstances have asked for help in 
building rounded programs. Too 
often it is the big budget that gets 
all the attention and yet we have 


real need of help. 


cumvent ad agencies, but to get 
clients to work more fully on their 
over-all programs to back up the 
ad campaign. 

Frank L. Diaz Jr., 

New York. 

+. 7 o 
AA Series to Be Used 
in Business Ethics Class 


To the Editor: I am very much 


enclosed. 
Pete Fitzpatrick, 
Brooklyn. 


- . . 
‘Do-It-Yourself’ Marketing 


Study Offered Advertisers 


To the Editor: Attached is a 
study in “do-it-yourself” market- 


However, it is not in good taste 


ing which I shall be glad to send 


tion,”” on 


CONTINUING 
LEADERSHIP 
from FLORIDA'S 


TELEVISION 


Continuing its record of leadership 
WTWJ, “Florida's First Television Sta- 


the Nation's first continuing daily tele- 


vision editorial. 


The result, in the opinion of the station's 


FIRST 


STATION 


September 2, 1957 instituted 


management, has been the strengthen- 
ing of WTVJ's reputation as the “TV 
News Center Of The South." The public 
in general, and city, county and state 
officials in particular, have taken a new, 
closer look at the presentation of news 
over WTVJ. While there may be dis- 
agreement with the opinions expressed, 
there is resounding agreement that the 
WTVJ editorials have been instrumen- 
tal in affecting public opinion and 
effecting improvements in the South 
Florida area. 


Television continues to grow and ma- 
ture. In South Florida it is a certainty 
that WTVJ, Channel 4 will always lead 
the way into the future. 


Basic Affiliate 


interested in your series entitled, 
“Advertising We Can Do Without.” 
This material is very valuable in 
connection with a course I teach 
in Business Ethics, in which there 
is discussion of the “problem of 
taste in advertising.” 
I note that in the Nov. 18 issue 
of your paper, the item printed as 
an example of poor taste was la- 
beled No. 28. What I would like to 
know, if possible, is when this se- 
ries began and whether it appears 
regularly. 
I am planning to make use of 
this column, with your permission, 
when I am writing a chapter on 
the ethics of advertising in con- 
nection with a projected book on 
the subject of American business 
ethics. 
Not being a professional in the 
field of advertising, I have not 
read faithfully your publication or 
any other trade journal, but the 
issues I have seen make me want 
to congratulate you on your excel- 
lent objective discussions of the 
many ethical problems which arise 
in the modern field of advertising. 
Your lucid, readable style is a 
pleasure to follow. 

Maurice Baum, 
Head of the Philosophy De- 
partment, Kent State Univer- 
sity, Kent, O, 

e . . 


TV Viewer Picks a 

‘Refreshing’ Commercial 
To the Editor: In this day of mo- 
tivational research and very fancy 
and elaborate television commer- 
cials, it was very refreshing to see 
a “high class’ commercial that was 
not only entertaining but followed 
the dictums of good old fashioned, 
hard selling. I am referring to the 
Sunbeam shaver commercial. Sun- 
beam uses very amusing animation 
not as an end result, but as a tool 
to assist the graduation of a good 
sales pitch. 
Sunbeam first points out the ad- 
vantages and disadvantages of both 
razor blade shaving and “other” 
electric shavers. Then, cleverly 
and effectively, closes by demon- 
strating that the Sunbeam, being 
a blade electric, has the advantages 
of both with none of the disad- 


media where people in such cir-|erful sales story, 


Victor H. Trela, 
Montgomery Ward & Co., Chi- 
cago. 
° « 7 


many small advertisers who are in Some Changes Noted 
Of course the idea is not to cir- |i 50 Year-Old Ads 


To the Editor: Attached please 
find photostat of part of a page 
of the June 15, 1906 issue of the 
B’nai B’rith Messenger carrying 
an interesting Cadillac advertise- 
ment. This was sent to me by 
Joe Cummins, publisher of the 


Alande hy the larzest manufacturers of sutemobiles in the world. 
Malet K — Reanabeot ° . ’ 
Vell M—Light Touring Car ' . ne 
LEE MOTOR CAR CO, 
1216-1220 & Moin St. . 


Nhete #110 


Main 6440 


paper, on the 60th anniversary of 
the Messenger. 
It occurred to me that this 
might be interesting for repro- 
duction considering the somewhat 
lower prices quoted in the ad. 
Also note the rather quaint cus- 
tom of carrying both home and 
business telephone numbers. 
Richard E. James, 
MacManus, John & Adams 
Inc., Los Angeles. 


Note also the Coca-Cola ad at 
the top—signed, in tiny letters, 
by the Massengale Agency. 

. +. . 


Praises The Creative Man's 
Humorous Criticism 

To the Editor: First I wish to 
thank you for the excellent ad- 
dress at the Financial Public Re- 
lations Assn. convention. It was 
very timely and to the point. 

In the Oct. 28 Apvertistnc AGE 
I think the Creative Man’s ob- 
servation on “Veto” is a classic to 
end all classics. This will go in the 
Hall of Fame for humorous criti- 
cism. 

Frank S. Farrington, 
Vice-President, The Park Na- 
tional Bank of Newark, New- 


vantages. 


ark, O. 


Really Great in '58 


presses will soon enable us to 
than ever before. We'll move in 


within a short time ROP full color will be avail- 
able for the first time in Fort Wayne. Plan now to 
include Fort Wayne on your 1958 color schedule. 


FORT WAYNE NEWSPAPERS, INC., Agent 


New Plant .. . New Press . . . Full Color 
Will Sell Billion Dollar Market For You! 


A spacious new plant with 10 new Goss Headliner 


serve you better 
early in 1958 and 
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| Seeger Retires as Chairman nouncing the agency switch, said 

Walter G. Seeger will relinquish |the company’s requirements are 
his chairmanship of the board of | becoming increasingly complex in | 
directors of Whirlpool Corp., St. \its nationwide operations and “the | 
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an get W p mercha dising i Joseph, Mich., effective Jan. 1, but Ipeovided by MeCanm-riceen can 
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help in Muncie, |gradually decrease his formal 

Mr. Dick Keyes, district representative 
for |4E WILSON MILK COMPANY says, 

! rehandising by the local newspapers 
i: always a great help to any salesman. 
lime after time The Muncie Star and 
Muncie Evening Press do a really fine job.” 

Why don’t you use Eastern Indiana’s two 
great newspapers? 


| tor of the new company, Whirl- 


Corp., since it was formed. 


Georgia-Pacific Corp., Portland, 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


OO cintiagne 


relations and advertising, in an-| staff. 
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will continue as a director of the | Provided by McCann-Erickson can 
|corporation. He says he plans to | etter meet the needs. 


| business activity. Mr. Seeger, who Marsteller Names Dr. Young 
joined Seeger Refrigerator Co., St.| Dr. John R. Young, chairman of work tv venture—the “Command 
Paul, in 1907, was chairman of the | the department of marketing and | Performance” series on NBC. 
board when it merged with Whirl-| advertising at the University of| Donald W. Stewart, advertising 
{pool Corp. in 1955. He has been | Houston, has been named a staff|manager of the oil company, hit 
| chairman of the board and a direc- | eamemettens to Marsteller, Rickard,|on the idea of sending question- 
Gebhardt & Reed. He will work |naires to division sales managers, 
pool-Seeger Corp., now Whirlpool | primarily with the agency’s new 
Houston office on problems of the 
oil industry and related business |aco’s telecasts. They, and their 
Georgia-Pacific to McCann marketing problems. 


Ore., and New York, has appointed | Peterson Moves in Detroit 
" j|McCann-Erickson to handle its | Peterson Publishing Co. 
Pf advertising. Botsford, Constantine | moved its Detroit office to larger | shows. 
Kelly-Smith Company EF & Gardner, Portland, formerly han- | quarters in the Book Bldg. At the | 

"7 ; Le dled the account. Robert O. Lee,|same time, Robert E. Brown has |or of the returns on the first “Com- 
; Jes Georgia-Pacific director of public | been added to the advertising sales |mand Performance,” honoring Ed 


Don’t be misied by Miss Make-Believe 


She’d just love to buy and buy and buy, but listeners tune in WJR. Even more helpful in 
she just hasn’t got the money. Yet the nose- making wise buying decisions is this 
counting techniques of some radio stations discovery of Politz: In the age groups con- 
will include her in audience figures which trolling 80% of the buying power, WJR has 
leave you to guess—How many listeners have more listeners than the next six Detroit 


the ability to buy? stations combined! 
WJR had Alfred Politz, Inc. survey the These are the facts, pure and simple and 
Detroit-Great Lakes area to separate real undisguised. Together with other interesting 


prospects from the make-believe. By finding results of the Politz survey, they are available 
out who listens to what, why and when—many through your Henry I. Christal representative. 
important facts were uncovered. On an One look at them and you’ll see how much 
average day, for instance, 41% of the adult more WJR can do for you and your product. 


WJR ... 


CBS 50,000 Watts 
RADIO PROGRAMS WITH ADULT APPEAL 


WAR has more listeners in the age groups 
controlling 80% of the purchasing power than 
the next six Detroit radio stations combined. 


| Despite Critics, 


Texaco Happy with 


Its New TV Venture 


New York, Dec. 17—-The Texas 
Co. is pleased with the reaction of 


|the Texaco family to its latest net- 


the salesmen and staff personnel 
to find out what they think of Tex- 


'friends, if any of them wanted to 
express an opinion, were asked to 
comment on the advertising and 


has |the entertainment portion of the 


Mr. Stewart summed up the ten- 


| Wynn, with one word—“Wonder- 
| ful!” 

| Reaction to the second show, 
which was built around Ethel Bar- 
rymore, was less impressive, but 
it was still favorable enough to 
help counterbalance all those un- 
favorable reviews. 


® Two additional factors also 
helped to reassure the people who 
must decide how Texaco will 
spend its tv advertising dollars: 

1. Both shows, the one the critics 
applauded and the one they lam- 
basted, got about the same rating— 
a 16.7 Trendex for Wynn to a 16 
for Barrymore. 

2. Most of the viewers who wrote 
to the Texas Co. after the Barry- 
more telecast liked the program. 
The mail count was 19-to-1 in fa- 
vor of the show. 

Reaction to the commercials, Mr. 
Stewart reports, has been excel- 
lent. 

Despite this intra-family sup- 
port, Texaco is not expected to 
stick slavishly to the “command 
performance” format for its oc- 
casional ty offerings. If a suitable 
personality of sufficient stature is 
available and if a show honoring 
him seems timely, this format will 
be used. 

If not, Texas Co. will look for 
another kind of special. The next 
show, set for April, reportedly will 
be built around a special event of 
particular significance to Texaco. 
Cunningham & Walsh is the Tex- 
as Co. agency. # 


Sleeper Lounge Sets Push 
Sleeper Lounge Co., Los Ange- 
les, will launch a $250,000 national 
advertising campaign for its Re- 
lax-a-bed next year, after three 
years in retail promotion under the 
guidance of Glenn Advertising 
Inc., Los Angeles. The company 
will use Esquire, House & Garden, 
The New Yorker, Today’s Health, 
Town & Country and The New 
York Times Magazine, plus a 
stepped-up newspaper campaign, 
direct mail and tv participations. 


Mutual Appoints Rolley 

William G. Rolley has been 
named executive producer of Mu- 
tual Broadcasting System, New 
York. He is taking a leave of ab- 
sence from the Atlantic City, 
N. J., advertising agency which 
bears his name. 
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: d manager and 
. . Forum member of the editorial board of|nine months of 1957 rose to a rec-; He formerly was a ’ 
‘The Actentaien, Tors a newspaper deplores abuses of|ord high for the period of 22,756,-| director of public relations of Sid 


“The Articulates,” a collection of freedom of the press; a minister 
essays on government, politics and 
oe oe ee = failing their people; a school prin- | taled a record of 213,000,000, a gain 
1|Bobbs-Merrill Co., Indianapolis, 
N.Y. The contributors are mem- 
bers of the press, newspaper and 
magazine publishing fields, adver- 
tising and public relations, politics, 
aibontien, aad the ministry, but Grady Names Matthews A.E. 

each article is presented anony- Canadian Cigaret Sales Up Robert B. Grady Co., New York 
mously. Some of the articulates; Cigarets released from bond for|agency, has appointed George B. 
write about their professions: A|consumption in Canada in the first! Matthews an account executive. 


tly 
000,000, up 16.5% from ithe first|ney Blumenthal & Co. and recen 
and religious writer defines an area|nine months of last year. Releases| handled pr for the White Plains 
where he thinks the churches are|of cigars for the same period to-| Chamber of Commerce. 


cipal outlines what he considers |of 13.7% over the 1956 period. Cut 

the proper aims of edueation. tobacco totaled 15,577,000 lbs., a 
Others discuss aspects of our/drop of 4.5% under the first nine 

government and a wide variety of|months of 1956. 

public matters. Price is $4. 


‘Our best ham, Lady Baltitude, a Peres.umported from America!” 
T 


HAMMY—Stahl-Meyer will use New 
York newspapers and radio to pro- 
mote its Ferris ham. Copy here 
features London’s Fortnum & Ma- 
son. The first ad appeared Dec, 22 
in The New York Times Magazine. 
Hicks & Greist, New York, is the 
agency. 


Tobacco Researcher 
Challenges Charges 
Smokers Risk Cancer 


New York, Dec. 17—‘Extensive 
scientific research now under way 
into tobacco use and human health 
does not substantiate generalized 
charges against smoking as a cause 
of cancer,” Dr. Clarence C. Little, 
scientific director of the Tobacco 
Industry Research Committee, says 
in his 1957 report. 

“Broad and specific accusations 
and claims of harmful effects from 
tobacco have been made,” Dr. Lit- 
tle says, “and the incorrectness or 
correctness of such statements must 
be proved, no matter how long or 
how -difficult the effort may be.” 

Dr. Little’s report, issued yes- 
terday, discusses some of the 
questions and problems continuing 
under study through grants to in- 
dependent scientists from the com- 
mittee. 


= “All evidence from both labora- 
tories and clinics indicates that the 
cause of any type of cancer is com- 
plex and difficult to analyze,” Dr. 
Little says. “A philosophy of over- 
simplification and an attempt to 
convince the public of a final solu- 
tion or of a lethal risk not demon- 
strated by experimental evidence 
are neither kind nor accurate nor 
wise.” 

Efforts are being made to study 
the individual human differences 
between so-called heavy smokers 
and non-smokers, he said. 

The term “tobacco tar” is called 
a misnomer in the report. It is not 
comparable to other materials com- 
monly known as tars, it is pointed 
out. Tobacco smoke condensates 
are complex mixtures and may 
vary, according to how they are 
prepared, the report says. 


® The committee’s $2,200,000 re- 
search program, Dr. Little says, 
has allocated $1,715,200 in specific 
projects to 67 independent scien- 
tists in 52 leading universities, hos- 
pitals and research institutions. 

The committee was organized in 
1954 to sponsor independent scien- 
tific research into tobacco use and 
human health. It is made up of 
manufacturers, grower organiza- | 
tions and warehousemen associa- 
tions. The research program and 
policy is the responsibility of a 
nine-man scientific advisory board, 
of which Dr. Little is chairman. # 


Harkavy Adds Publication 
Automotive Industries, a Chilton 


publication, has moved its adver- 
tising account from Gray & Rog- 


ers, Philadelphia, to Howard A.| 


Harkavy Inc., New York, effective | 
Jan. 1. 
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/ it’s The Cleveland \ 
.\ Plain Dealer Market } 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
? COMMODITY CUYAHOGA couNTY COUNTIES (000) 
Here’s how the 7 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Cleveland Market Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
sells 4 Yo Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
" 7,267 
b ' i ' io n d ol lars Fornure Meso aye te Pow ae at ~ 


Akron, Canton and Youngstown’s Counties are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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Four Stories That 
Inspired Business 
Men Are Reprinted 


New York, Dec. 17—Inspira- 
tional literature is as old as the 
basic human craving to succeed, to 
be liked, to ¢:: ahead, to make 


one’s way in world. 

This for . literature undoubt- 
edly has | ef been so popular as 
it was is country at the turn of 
the | notury and the beginning 
of resent one. It had great 


cl y among aspiring young 
} ‘ss men. Many of the top ex- 
ives today cut their business- 
; ..tosophy teeth on them and nur- 
ired the spark of ambition within 
ihem with these books and essays. 
Edward Wortley has gathered 
four famous inspirational works of 
yesterday which he considers to 
have had the greatest influence on 
business men and published them 
in one volume, “Impulses to Suc- 
cess ... What the Successful Men 
of Today Read Yesterday.” 


= Their titles are not likely to ring 
any bells with the young business 
men of today. But the older hands 
must surely remember’ them: 
“That Something” by W. W. 
Woodbridge; “A Message to Gar- 
cia” by Elbert Hubbard; “Acres of 
Diamonds” by Russell H. Conwell, 
and “The Magic Story” by Fred- 
eric Van Rensselaer Dey. 

Their homely messages deal 
quite simply with the values of de- 
pending on oneself and tapping in- 
ner resources; carrying out orders 
without question and to the best of 
one’s ability; looking for wealth 
and happiness in one’s own back- 
yard, and taking advantage of 
one’s opportunities here and now. 

Their style is dated, for the most 
part, but Mr. Wortley expresses 
the hope that the “timeless truths” 
they contain will influence a 
younger generation as they did an 
older one. 

Park Row Publishing House is 
the publisher. Price: $2.95. # 


Alexander Film Co. Forms 
New National Division 


Alexander Film Co., Colorado 
Springs, has formed a new national 
division. The new unit will devote 
itself to the promotion, sale and 
production of manufacturer-deal- 
er movie commercial programs, 
national coverage campaigns, in- 
dustrial and business films, tv 
commercials and merchandising 
services. 

Heading the new division is Jay 
Berry, recently named a vp, who 
previously was a vp and assistant 
to the president for new business 
at Brooke, Smith, French & Dor- 
rance, New York. 


“Sorry, Ted. How about tomorrow?” 


Uniess YOUR reason is a good one, 
don't postpone your date with adver- 
tising destiny in... 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, ill. 


AC) WRITE FOR MARKET DATA 


“JOV TO THE WORLD 


" wrapped in paper 


Advertising Age, December 23, 1957 


Ad Managers, Agencies Play Key Role in 
External House Organs, ‘AR’ Survey Shows 


Cuicaco, Dec. 17—The company 
advertising manager frequently 
plays a significant role in the pro- 
duction of externa! house organs, 
according to a survey report in the 
January issue of Advertising Re- 
quirements. m4 

Advertising managers super- 
vised 46% of the more than 100 
publications surveyed, and the 
money for the magazines came 
from the advertising budget 62% 
of the time. Sales promotion and 
public relations were listed as rea- 
sons for the magazines by 70% of 


. » | the respondents. 
TIEIN—“Paper...plays an indis- 

pensable part...” says Diamond 
Alkali Co. in this Christmas ad 
stressing the uses of paper and 
Diamond’s role in paper produc- 
tion. Fuller & Smith & Ross, 

Cleveland, is the agency. 


In fully 25% of the cases, the 
companies obtained almost the en- 
tire publication package from an 
outside source, usually an adver- 
tising agency or a public relations 
organization. 

Editors of external house organs 
—those produced for consumption 


outside the company—had no oth- 
er duties in 27% of the cases. But 
22% were edited by advertising 
managers, 15% by assistant ad 
managers and 7% by combination 
advertising and pr managers. 

Though public relations is a 
prime reason for the existence of 
many of the publications, the pub- 
lic relations director has supervi- 
sion of the work in only 10% of 
the cases. The president has direct 
control of 7%, and 6% of the com- 
panies reported that the sales 
manager is supervisor. 


= The house organ editor is the pr 
director in 4% of the cases; the 
president dons the green eyeshade 
in 4% of the publications polled; a 
copywriter and the ad planner 
served as editors in 3% of the 
cases studied. 

AR said company salesmen are 


the leading source of circulation 
lists, being called upon 32% of the 
time. Other sources include: dis- 
tributors in 14% of the cases; deal- 
ers and customer lists, each 13%; 
requests, 10%; and the advertising 
department, 4%. # 


BPA Names Pierson, Trieger 
William E., Pierson, WBKB, Chi- 
cago tv station, has been appointed 
secretary-treasurer of the Broad- 
casters’ Promotion Assn., succeed- 
ing Ellen M. Johansen of Westing- 
house Broadcasting Co. In another 
appoimtment, Ralph Trieger, 
WBBM-TV, Chicago, was named 
publicity chairman for BPA. 


Texas Brands to Carroll 

Texas Brands Inc., San Antonio, 
food processor and packer, has ap- 
pointed Carroll Advertising Inc., 
San Antonio, to handle its adver- 
tising, marketing and public rela- 
tions. The account was formerly 
handled by St. Georges & Keyes, 
New York. 


on your list! 


Vcenrea and SOUTHERN ALABAMA 


You reach Central and Southern Alabama — containing one- 
third of Alabama’s population and retail sales—only through 
WSFA-TV. You cannot cover this big, rich market with any 
other TV station or combination of stations. 


Mark Central and Southern Alabama on your list . . . and 


buy it with WSFA-TV! 


The WKY Television System, Inc. 
WKY ond WKY-TYV Okichoma City 
W'TVT Tampa - St. Petersburg 

Represented by the Katz Agency 


*WSFA-TV’s 35 Alabama counties, including 29-county market 
area defined by Television Magazine 1957 Data Book, plus 
6 counties which have proved regular reception. Does not include 
3 Georgia and 3 Florida bonus counties. 


Mark this market 


1,093,100 
population 


$1,062,690,000 
effective buying income 


$7 41,637,000 
retail sales 


$184,927,000 
food store sales 


$21,859,000 
drug store sales 


Sales Management Survey 
of Buying Power, May 1957 
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Warner Plans Business Films 

Warner Bros., New York, has 
announced the formation of a new 
unit, headed by Jack Warner Jr., 
which will create, produce and ex- 
ploit movies for industrial concerns 
for purposes of television, trade 
and sales conventions and educa- 
tional and pr programs. The unit 
represents a pooling of resources of 
the William Morris talent agency, 
Heyward-Wilkes writing-produc- 
tion organization, and Warner 
Bros., whose Burbank studio facil- 
ities will be used. 


Dunwoodie Gets Accounts 
Sonar Radio Corp., Brooklyn, 
has moved its advertising account 
to Dunwoodie Associates, Garden 
City, N. Y., from Adrian E. Clarke 
Jr. Inc., Syosett, N. Y. Dunwoodie 
has also acquired two other marine 
equipment accounts, Nautical Jew- 
elry Mfg. Co. and Siphon-All, both 
Hempstead, N. Y., neither of which 
retained agencies previously. 


Parking Lot Gas 
Lines Refuel Cars 
of Grocery Shoppers 


Sr. Louis, Dec. 17—Motorized 
shoppers intent on reducing the 
number of stops on their purchas- 
ing expeditions will be glad to 
learn that the stop at the gas sta- 
tion may soon be unnecessary. 

Kerr-McGee Oi! Industries Inc. 


(the Kerr is Sen. Robert S. Kerr, 
D., Okla.) has worked out an ar- 
rangement for fueling shoppers’ 
cars while they shop, billing them 
for the gasoline at the grocery 
checkout counter. 

The idea, called Shop ‘'n Gas, 
involves a series of gas conduits 


': SERVICE SCOOTER 


SCOOTER HOOKS TO 
SPECIAL PATENTED 
VALVE FOR CAR 
FILLING 


built under the surface of the park- 
ing lot, with outlets spaced at ev- 
ery third car stall. A portable gas 
pump is driven or pushed to a car 
needing gas. The attendant plugs a 


delivers the gas (and oil, if re-|the store. 


SHOP ‘N GAS—Gasoline comes to the parked cars of grocery shoppers 
through underground fuel conduits in a Shop ’n Gas station set up 
in a National Food Store car lot by Kerr-McGee Oil Industries Inc. 


line into the nearest outlet and|quested) and dispatches a bill to 


The first of these Shop ’n Gas fa- 
cilities went into operation early 


ONTGOMERY, 


| *hannet 12 N BC/ABC 
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this month at a National Food 
Store (National Tea subsidiary) in 
University City, Mo., following suc- 
cessful earlier tests at a supermar- 
ket in Garden City, Kan. 


® According to Kerr-McGee, a 
Shop ’n Gas station can be set up 
for a 100-car lot in about three 
days for less than $10,000. Main 
units for such a lot are a storage 
tank of about 9,000-gal. capacity, a 
pump, pipes and hydrants, all of 
which must be put in under the 
ground, plus the dispenser cart. 
Rental of its facilities and pay- 
ment for handling the money are 
received by the store or other op- 
erator on a per-gallon-sold basis. 
An operation of this size can re- 
portedly be handled by two men 
spending about 3% minutes on 
each car. 25,000 to 100,000 gals. a 
month can be delivered at such an 
installation, according to William 
Fuchs, merchandising manager of 
Kerr-McGee. 


# Mr. Fuchs, who calls the inno- 
vation “the most drastic change in 
oil marketing since 1905” (when 
the first gas station away from the 
curb was built), says Stop ’n Gas 
will provide the “inevitable extra 
service feature that America on 
wheels will appreciate.” 
Kerr-McGee sees a bright future 
for Shop ’n Gas, both as a new 
outlet for its Deep Rock motor oils 
and premium gas, and also as a 
convenience to shoppers and a plus 
value to grocery stores. 
The company hopes to see Shop 
’n Gas expand beyond supermar- 
kets and shopping centers into 
drive-in theaters, race tracks, sta- 
diums and other places where the 
conventional gasoline station is less 
suitable. # 


Kearney Joins Corinthian 
Don L. Kearney has resigned as 
vp in charge of sales of ABC Film 
Syndication, New York, to become 
director of sales of Corinthian 
Broadcasting Corp., working out of 
the New York office. ABC Film has 
not yet replaced Mr. Kearney. 


Steele to Nugent-Williams 
Edith Steele, advertising manag- 
er of Carson Pirie Scott & Co., 
Chicago, will join Nugent-Williams 
Studios, Chicago, as vp in charge 
of merchandising and sales promo- 
tion on Feb. 1. 


___ the 
MONTANA 
_ MARKET 


I show you 
how to get 
M.A.S. one- 
order, one- 
bill, one- 
check cover- 
age of the 
third 


est 
state in the nation. And I do 
mean “mass” coverage by 95 
hometown newspapers provid- 
ing the most effective and eco- 
nomical way to reach the heart 
of the market in magnificent 
Montana. 


MONTANA ADVERTISING SERVICE,INC. | 
JOURNALISM BLOG. R-1 
MISSOULA, MONTANA 


y J Please send us your 1958 rate book. 
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Cheyenne Gets 


olorado 
aces Top 
rop Year 


By JIM POWERS 
Denver Post Staff Writer 
Farmers in the Rocky 

Mountain Empire have 
much to celebrate this 
season after one of the 
greatest harvests on rec- 
ord. 

Colorado is enjoying its great- 
est agricultural year. The 
monthly federal-state crop sum- a tas 
mary issued Wednesday report- Se ae 
ed these Colorado achievements : 

Grain sorghums will yield 

4), times as much as last year 

and 2!', times the previous 


record. November estimate 


for the 1957 crop is 12.5 million 


bushels, compared with the 
record of 5.2 set in 1919. 

Corn production will be the 
greatest since 1930 with an esti- 
mated average of 55 bushels an 
acre, a new high. 

Yield is expected to be 24 mil- 
lion bushels, compared with 17.9 
million last year and the 1946-55 
average of 13.5 million. 

The state's sugar beet crop 
will be a third larger than last 
year and will set a record of 17.5 
fons per acre. Forecast is for 
2.362.000 100-pourd bags. 

An above-average production 
of potatoes was indicated in the} 


a 
nanih ctl. 


Aerial view of the Air Force Academy site, looking north, 
defines construction progress. In the center is the six- 
story cadet quarters building, now more than 50 pct. 


PICTORIAL PROGRESS REPORT OF AIR FORCE ACADEMY 
complete. At lower right is the academic contple 


November report, with 8.2 mil-| > 
lion 100-pound sacks expected | Ea 
to be harvested. This compares 
with last vear's 7.5-million crop | uge ouris 
and a 10-year average of 8.1| 
million. | a ; 
Other states in the Empire Year Pict red 
also are having a banner vear U 
This year's national sorghum : ‘ A 
crop will more than double the Given proper promotion, Colorado could realize 
size of last season's ard most of 4 $1-billion-a-year tourist business within 10 years, 
the big producing states sur- €X-Gov. Dan Thornton said. 
Thornton held out the bright tourist picture in 
SORGHUM ESTIMATES an address at the Denver Convention and Visitors 
Sorghum estimates in Empire Bureau shortly after he was installed as the 1957-58 
states compared with last year's president of the bureau. 
, “Currently."’ Thornton said. 
state has a $250 million 


round Colorado 


Colorado 


tion ficures are: j 


' ’ 


Denverites 
Set Record 
In Spending 


Spending in Denver, as meas- 
ured by bank clearings, hit new 


high levels in October, Pau! 
Mead, Clearing House manager, 
reported. 


Clearings reached a new top 
xf $955,563,713 for the month 
compared with $865,169,100 in 
October, 1956. and the previous 
eecord of $930.844.784 established 
last July. 

Totals for the first 10 months 


Chicage Tribune Pres 
CHICAGO. The 
group of some 50 
the 50th annual Na 
of Real Estate Bos 
tion, which openes 
dividing its time t 
discussions, conver 
and spreading of 


vere up to $8.559.289.178 this 
mel 9 970 146 and the 
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sile Base 


U.S. to Spend 
$65 Million 


WASHINGTON.—(AP)—Ft. Francis E. Warren 
at Cheyenne, Wyo., has been chosen as the nation’s 
first intercontinental missile (ICBM) launching base. 
The announcement pushed the Rocky Mountain 
Empire even further to the center of the inter- 
national space weapons race. 
The Defense Department announced it will 
spend $65 million dollars to convert Ft. Warren 
into a facility “required to support the missile 
program.” Military observers immediately linked 
this to the development under way in Denver by 
Martin Co. of the Titan ICBM. 

The missile base should take FORT WARREN 

from 12 to 24 months to com- 

plete, according to Sen, Frank a aa Ban taped re 
Barrett (R) of Wyoming. This 


would put its completion at about 

the time the Titan is expected “—_ @5) 

to be ready. Construction will  LSTANOAROS 

start in mid-1958. BOULDER ROCKY 
The base also could handle . "ooo 


the other American ICBM, the aX. 
Atlas, which is at a more ad- i 
vanced testing stage than the 
Titan. DENVER 
(The range generally at- 
tributed to intercontinental 
missiles is 5,000-5,500 miles.” 
Cheyenne is within this air 
mile range of every capital 
in Europe, and of Moscow, 


MARTIN PLANT 


~ 


PS 800.000 


Tokyo, Peiping and the Suez 5 | 
SS 
Canal.) : AIR FORCE 
Barrett said he understands ACADEMY 
the missile center will require ‘et ENT AIR 
from 4,000 to 5,000 military per- REE BASE 
plex, with |sonnel, and that the Air Re- Nay 6 
ches near |search and Development Com- = 
fields. mand which would control the __ 
ieee : : : FORT CARSON} 
new installation will take over <. 


Fort Warren “as quick 
possible.”’ 
ECON 
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Big 
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delegates 


itional Ass 
ards conven- 
i here, was 


etween panel * Lane 
tion sessions Cit P 


the “word™ | : 
“ei: Three TIM 
i 
outlined by with the poss 


a 


ar 


i erates 


: 2ar's 


| Dallas, 


will experience 


Monthly 
Gain Put 
At 2,600 


By WILLARD HASELBUSH 
Denver Post Business Editor 
The population of 
Greater Denver has 
soared past the 800,000 
mark and is continuing 
to climb at a rate of 2,600 
persons per month. 

Latest estimates released 
showed that the combined popu- 
lation of Denver proper, the sur- 
rounding tri-county area and the 
new suburban developments in 
Boulder and Broomfield Heights 
now stands at 836,200. 

The business research and 
survey division of the Denver 
Chamber of Commerce said 
Denver County population now 
is 519,200, an increase of 24.9 
pet. since the 195@ federal 
census. 

The new population estimate 
for Jefferson County is 103,000, 
a jump of 84.9 pet. since 1950. 


ADAMS COUNTY RISE 

The Chamber of Commerce 
estimated Adams County popu- 
lation at 85,000, or 111.8 pct. 
higher than the 1950 figure. The 
population of Arapahoe County 
was estimated at 91,600 for a 
gain of 75.8 pet. 

That makes total population 
in the metropolitan area as 
defined by the U.S. Census 
Bureau—Denver and the tri- 
county area—exactly 798,800, 
or 41.7 pet. higher than the 
1950 total. 


PSC Set 
To Spend 
55 Million 


Public Service Co. of Colo- 
rado directors have authorized 
new construction amounting to 
more than $55 million, President 
John E. Loiseau announced Sat- 
urday. 

This brings total authorized 


ise, of Denver. 


construction to $74 million. 
gn ched- 


1959. 


Authorization was made for 
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September 30, 1957 
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Goldberg Holland Jacobs Glasser Rouda Rich 

ADMEN HONORED—The top 1957 award for the best set of campaign 
materials among the major cities of the U.S. and Canada has been 
presented to the pr committee of Chicago’s Combined Jewish Appeal 


Williamson 
by the National Council of Jewish Federations and Welfare Funds. S 
mail Nathan E. Jacobs tate & Jacobs, Chicago committee chair- HOLIDAY ART—E. W. Reynolds Ltd., Canadian agency, lery of Toronto. Discussing the winning scene are 


is sending Christmas cards this year based on a Garth Harber, agency art director; Sune Anderson, 
painting by Gillian Shleser, 13-year-old Toronto account exec; James Williamson, director of the 


man, receives the award from Joshua B. Glasser, Appeal chairman, 
while looking on are committee members George Goldberg, Earle 


: irl, “ i cs - hildren’s class; John McVea, pr director of Rey- 

d s h : l ’ -H A school girl. “The Choristers” was selected from doz- c 

Los ae Jase ages wy -boeaong pet ponza di gt Ng ens of paintings done in children’s class at Art Gal- nolds, and Warren Reynolds, agency president. 
Studio. 
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when you . rs 
need a personal loan you're welcome at SECOND BANK - STATE STREET( 


+ 


PERSUASIVE—Purpose of the “Shy? Why?” car card currently being 
used by the Second Bank-State Street Trust Co. of Boston, is to help 
counteract the embarrassment many people feel about going to their 
bank when they have to borrow money. The theme is also being 
used by the bank on spot radio. Bresnick Co. is the agency. 


AO Ame Creme © 


TRIPLE PLAY—The Misses Hill— 
triplets—display dolls mod- 
eled after Franciscan Fran- 
cie, trade character for the 
Franciscan division of Glad- 
ding, McBean & Co. Francie, 
who speaks only in rhyme, 
was created by Gena Melin 
(left), account executive of 
Hixson & Jorgensen, and 
artist Betty Brader Ashely. AGE-OLD WEAPON—It says here the 


Also shown here is Lewis K. Museum of Historical Arms, Mi- 
Woodward, H&J account su- ami Beach, hired Miss Flintlock to 
pervisor. draw attention to hobby of col- 


lecting antique weapons and pro- 

mote meeting of Florida Gun 

Collectors Assn. Miss Flintlock 

(Model Joy Simpson) has quite an 
arsenal. 


THEN & NOW—Gene Rodeback, appliance manager of winning window display in Maytag Co.’s interna- 
Olds & King, Portland, Ore., received $550 for this tional dealer display contest. 


EUROPEAN TOUCH—This magician, filmed by Arco in into a roll of foil and then an aluminum table. More 
Paris, puts across the Alcoa wrap story in a com- hocus-pocus and “wrap, cook, cover, cap”—various 
mercial to be seen Dec. 30 on “Alcoa Theater.” The uses of the foil—appear on the table. Ketchum, Mac- PROOF—Odilia Donnelly draws attention at the St. Louis auto show 
magician “produces” the Alcoa emblem which turns Leod & Grove is the agency. as she models for Dodge’s Swept Wing convertible. 
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GENE K. FOSS 


Mr. Foss started in the drug business at the 
Mykrantz Drug Stores in Columbus, Ohio, during 
his last year of high school. He went on to Ohio 
State and earned his B.S. degree in marketing and 
finance in 1940. After more than a year on the 
sales force of Weco Products Co., he enlisted in 
the Army as a private, rising to the rank of major 
during World War II. In 1948, Mr. Foss joined 
Grove Laboratories, Inc., as a product manager. 
He succeeded to the posts of merchandising 
manager, manager of the Fitch Division and vice- 
president in charge of sales, before becoming 
marketing vice-president in June, 1956. In his 
present position, Mr. Foss has over-all responsi- 
bility for sales, advertising and merchandising of 
the company’s products, which include Bromo 
Quinine and 4 Way cold tablets, Citroid Com- 
pound, Pazo Ointment, Kare Deodorant, NoDoz 
tablets and the Fitch hair grooming aids. 


“I’m delighted with 
Ad Age’s helpful 
news package... 


says GENE K. FOSS 
Marketing Vice-President 
Grove Laboratories, Inc. 


LA 


“Advertising Age reports not just the news of 
advertising itself, but the happenings in many fields . 
that affect advertising as well. Stories such as the | 
boom in babies, the average income and the outlook 


for housing have significance for marketing men. 


I'm delighted they are part of the helpful news 


package Advertising Age brings me each week.” 


impoitauit to 
uuportout people 


200 EAST ILLINOIS STREET 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 
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great newspaper... plus (0! 


Akron Beacon Journal 

Atlanta Journal and Constitution 
Columbus Dispatch 

Denver Post 

Houston Chronicle 

indianapolis Star 


LOCALLY-EDITED™ = side 


Louisville Courier-Journal 
Newark News 

New Orleans Times Picayune States 
Phoenix Arizona Republic 

St. Lovis Globe Democrat 

Toledo Blade 
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THE NATIONAL NEWSPAPER OF MARKETING 


Advertisers’ Own Organization Weaknesses 
Blamed for Too-Frequent Agency Changes 


By L. E. Dake 

Partner, Cresap, McCormick & Paget 

Many years ago—in the early ’30s—I 
was in the agency business. One thing 
impressed me very much. It was the 
constant fear of losing accounts no mat- 
ter how good a job I was doing. 

Since then I have come to realize that 
there are few important areas in busi- 
ness, if any, where changes are so un- 
predictable, so frequent and so difficult 
to control. The field seems to literally 
seethe with account turnover, program 
changes, constant alterations in strategy. 
The result is scandalously wasteful, as 
you well know. Not only is change very 
costly to the advertiser in many, many 
ways, but agencies and media, of course, 
simply can’t make a profit on frequent 
turnover situations, unless they neglect 
the business from the start, which no- 
body is going to want to do. 


= The turnover of accounts and endless 
campaign changes, in itself, would amply 
explain why Madison Avenue has be- 
come “ulcer gulch.” But the unpredicta- 
bility of the advertiser’s decisions to 
change, has made the advertising busi- 
ness particularly hazardous to mental 
health. 

When people like Coca-Cola, Pabst, 
Texaco, Greyhound, Seagram, Philip 
Morris, Ethyl, Jergens, Hawaiian Pine- 
apple, Congoleum Nairn, Chesterfield 
and DuPont break long-standing rela- 
tionships in one year, things are getting 
pretty restless in the business. 

When I was in the business years ago, 
we used to think that turnover was re- 
lated to the highly competitive—depres- 
sion hungry—situation in the advertising 
field, and—in those days—the limited 
understanding and acceptance of adver- 
tising. However, today, as you know, to- 
tal advertising volume has never been 
better, pushing through the $10 billion a 
year mark with no let-up in sight. Yet, 
advertiser restlessness is on the increase. 
Obviously, the turnover rate of accounts 
does not seem to correlate with the ac- 
ceptance of advertising in general, or 
with general prosperity in the field or 
even with competition. 


s Perhaps the classic cause of restless- 
ness is the problem of dealing with ideas 
and services which are still largely sub- 
jected to opinionated appraisal and in- 
dividual judgment. Everybody is a self- 
appointed expert in advertising. But this 
problem, too, has always been with the 
business, and doesn’t seem to explain the 
accelerated restlessness of today. 

So what is it that makes the advertis- 
ing business one that is characterized 
by fickle and superficial relationships? 


Public Jaded 
Weil, there are some plausible expla- 
nations and among those most frequently 


heard are the following: First, there is 
the accelerated search for new ideas by 
major advertisers, pressed by rapid tech- 
nological changes—a flood of new prod- 
ucts and product changes. Another reason 
is the increasingly jaded public attitude 
toward advertising and product claims, 
particularly on tv, and the difficulty of 
sustaining copy appeal. 

In addition, there are evidences of 


3. Failure of the advertiser to do this 
job is an important cause—although not 
the only cause—of instability in advertis- 
ing accounts. A cause of turnover of cli- 
ents and the whole host of changes, can- 
cellations and gyrations which lead to a 
paradox—a paradox of distressing turmoil 
and feeling of insecurity found in the 
midst of this booming, growing business 
that we call advertising! 


Something must be wrong when so many important agencies lose 
important accounts so often. Perhaps surprisingly, what's wrong 
more and more lies not with the agency, but with the advertiser him- 
self because of weaknesses in his own organization. That was the po- 
sition taken by L. E. Dake, partner of Cresap, McCormick & Paget. 
who outlines the weaknesses and what to do about them in the fol- 
lowing condensation of a speech at the San Francisco Advertising 


Club. 


price-cutting, since the agency commis- 
sion structure has been recently shaken, 
and this has brought a new factor into 
agency competition. Finally, there is the 
constant picking away by outside “ex- 
perts,” who are continually analyzing 
consumer reactions and motivations, or 
the impact on public relations. Some of 
this research is well-founded—but much 
is superficial, if not downright spurious. 


® These explanations of restlessness on 
the part of advertisers with respect to 
their agency and media relationships oc- 
cupy the spotlight. But there are some 
other causes, more subtle. These have to 
do with weaknesses in organization or 
weaknesses in the internal structure of an 
advertiser’s business. 

These causes are not so frequently 
mentioned. They are becoming increas- 
ingly important. They are weakness 
areas which are not generally discussed 
in advertising circles, because they have 
to do with internal management situa- 
tions. If I review them, they might ex- 
plain some situations which are other- 
wise puzzling. 

After working very closely with many 
advertisers as a consultant, and having 
the opportunity to observe what goes 
on inside their organization, here are 
some conclusions I have arrived at about 
organizational weaknesses that affect the 
advertising function: 


1, The advertising program has to have 
its roots in a sound, total-marketing pro- 
gram or it will not work well. This is a 
basic premise that we all understand. 


2. The job has to be done by the adver- 
tiser. It can’t be done by the agency, or 
advertising media people, or people out- 
side the organization. That is, the adver- 
tiser has to decide on his own marketing 
objectives, plans and policies before there 
is a sound basis for advertising strategy. 


As I have implied, the fundamental 
reason why an advertiser may fail to 
base his advertising policy on a sound 
total marketing plan, stems directly back 
te weaknesses in his own organization. 

He wants to do a good job, but organ- 
ization confusion prevents him, and he 
fails to develop the kind of marketing 
plan he needs in order to do a good ad- 
vertising job. In my experience you can 
lump these weaknesses in organization 
into six categories, if you are looking for 
adverse effects on advertising. These are 
as follows: 


e The advertiser has no clear-cut com- 
pany objective. It sounds rather strange 
to say that the head of a company or the 
company’s top management does not 
know where they are going. But in my 
experience a rather appalling number of 
people fall into this category. The area 
where it affects advertising most serious- 
ly is the attitude toward the market. 
Many managements find it almost im- 
possible to decide whether they should 
be on the defensive or the offensive— 
whether they should invest in their mar- 
kets, based on a sound analysis of the 
opportunities in those markets—or wheth- 
er their advertising budget represents 
another expense always vulnerable to the 
expense-cutting processes that inevitably 
follow a decline in profits. There’s a 
whale of a difference between these two 
approaches. 


e The advertiser has no clear-cut prod- 
uct objectives. Obviously, the ad depart- 
ment, agency and the advertising serv- 
ices are left without direction if there 
are no definite market targets which are 
clearly defined with respect to what part 
of the market—what share of the mar- 
ket—and how much of the market the 
advertiser is shooting for. And this ap- 
plies to all other marketing tools as well 
—including the selling organization, sales 


promotion program, service organization, 
distribution organization, and so forth. 
Without product objectives there is no 
clear basis for establishing criteria against 
which you can measure the performance 
of advertising or other marketing tools. 
It’s a little like trying to write copy with- 
out having a clear definition of the po- 
tential buyer in mind. 


e The advertiser allows overlapping re- 
sponsibility. Stated in another way, too 
many executives with inadequate back- 
ground and facts are getting into the act 
on advertising decisions and generally 
messing up the marketing policy. 

This has been particularly true in com- 
panies where the budget is large and in 
those companies where advertising is the 
prime marketing tool—where the whole 
success or failure of the enterprise de- 
pends upon the advertising strategy. 

Now, it’s understandable that top ex- 
ecutives should be interested in any 
function which results in a considerable 
outlay. But in good organization there is 
no place for the kibitzer, the ad-libbing 
director or the self-appointed authority 
who sits in the president’s chair. We 
know that advertising is a highly spe- 
cialized, highly technical function which 
belongs in the hands of people who are 
trained in the field. Top-flight executives 
understand this and delegate responsi- 
bility and authority to act in the field of 
advertising to those who know what they 
are doing—and look to them for results— 
not for a parroting of their ideas! 


e The marketing function is poorly or- 
ganized, Particularly in the old days, ad- 
vertising was often set off by itself in 
the organizational structure, and there 
was set up the basis for a continuing 
running battle between the advertising 
Manager and the sales manager, with 
little opportunity for sound coordination. 
It is highly essential that all the adver- 
tising tools, and all other marketing tools, 
too, be very closely coordinated into the 
kind of striking force specifically de- 
signed to achieve the company’s objec- 
tives. If provision within the advertiser’s 
organization is not made for the coordin- 
ation of all the marketing functions—in- 
cluding advertising—advertising is quite 
likely to be as vulnerable to weaknesses 
in other marketing tools, as to weak- 
nesses of its own. 


e The advertiser fails to recognize the 
advertising agency and key media serv- 
ices as part of the organization team— 
particularly part of the marketing team. 

At that point where marketing strat- 
egy is being developed, it seems to me 
that it is highly necessary to bring the 
advertising experts into the picture in 
order that the company can be fully in- 
formed on what advertising can and can- 
not do in the light of the experience of 
these experts. Too often the agency or 
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t takes a heap of planning (as well as painting, papering 
and paying) to make a house a home. 


And it takes the Tribune to stage the world’s most out- 
standing home promotion, the Chicagoland Home & Home 
Furnishings Festival. 


Under Tribune leadership, midwest builders, decorators 
and retailers design and produce the dramatic setting. The 
Tribune builds the audience. This fall during the 11th 
Annual Festival, 76 builders and 17 retailers starred 85 
outstanding houses throughout Chicago and suburbs. Over 
500,000 home lovers attended. They came. . . they saw 
... they bought the latest in wall ovens, family rooms and 
pushbutton living. 


The Tribune’s leadership in the home field is dramati- 
cally demonstrated in its advertising pages as well—with a 
record of $1 million worth of homes sold for Park Forest 
Homes, Inc. from a single page—$40,600 worth of fur- 
niture sold for Vignola Furniture Co. from another. And 
$45,000 worth of kitchen and bathroom equipment for the 
Stevenson Plumbing Co. from a third. 


Chicago takes the Tribune to heart. 


Some people praise it. Others berate it. But almost no 
one is indifferent to it. In Chicago and suburbs, the Trib- 
une alone reaches as many people as the seven top weekly 
national magazines combined! More than 6 times as 
many Chicagoans read the Tribune as turn on the average 
evening TV show. 


That’s why 11 out of every 12 homes advertised for sale 
in the want ad sections of Chicago newspapers are ad- 
vertised in the Tribune. Why not use the Tribune to drive 
home your sales message in Chicago? 


THE CHICAGO TRIBUNE 
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the media are asked to do an impossible 
job. in fact, very often the agency or 
the media don’t know what job they are 
being asked to do. It has never been 
clearly defined for them—so they con- 
centrate on copy ideas or audience ap- 
peal and let it go at that. 

Another problem is that too often not 
all media have a fair participation in the 
formulating of strategy. A paradox is 
seen in the position of point of sale ad- 
vertising and merchandising. Here is a 
marketing area becoming more impor- 
tant every day as a major vehicle for 
moving products to consumers—yet, as 
an orphan outside the commission struc- 
ture and as an area difficult to control, 
it has been neglected and inexpertly 
represented. As a result, because of its 
absence or bad handling, media adver- 
tising often fails to perform up to ex- 
pectations. 


e The advertiser is guilty of inadequate 
provision for marketing analysis for ap- 
praising results of the marketing policy, 
or of inexpert or superficial use of re- 
search devices to test the advertising. As 
a result, errors are perpetuated and in- 
decision and doubt are always present. 
Many a good program gets dropped, me- 
dia changes are brought about, budgets 
are cut and wasteful expenditures are 
made in a blind or inexpert search for 
results. This is a poor substitute for a 
systematic approach to analyzing per- 
formance of all the marketing team—not 
just the advertising—and building upon 
sound experience. In this respect the 
whole “research industry” would do well 
to undertake some self analysis. 


Earnings Squeeze Begets Jitters 
Wherever companies have some of the 
problems I have just mentioned, insta- 
bility of advertising policy is probably 
going to get even worse than it is today. 
The reason is that there is an inevitable 
and insidious squeeze on earnings oc- 
curring throughout our economy—and 
poorly organized companies are feeling it 
most. This is variously ascribed to more 
competition, higher costs of doing busi- 
ness, increase in labor rates, inflation, 
tight money, accelerated technical de- 
velopments and what-not. Actually, it is 
traceable to a combination of these fac- 
tors, and for our purposes today we can 
simply accept the fact that it is becom- 
ing harder and harder to make money. 


= This increasing squeeze on earnings, 
that is showing up company weaknesses 
in organization, is definitely one reason 
why accounts are becoming more fidgety 
and why they are increasingly suscep- 
tible to jitters. I guess I don’t have to 
tell any one of you that when jitters oc- 
cur in a company, somehow or other that 
old advertising budget stands out like a 
red flag and it takes more than its share 
of the beating. 

So, if you have an account or are doing 
business with an advertiser or work for 
a company who has one or more of the 
problems that I have outlined above, the 
chances are that your troubles are not 
over. 


® Of course, good organization is an anti- 
dote to these problems. In the process of 
sharpening its earnings potential, a well- 
organized company generally improves 
its administration of the advertising 
budget. It will have clear-cut objectives. 
It will be well organized, and its mar- 
keting will be well-directed, and there 
will be coordination between advertising 
and other marketing tools. This makes a 
favorable climate for successful adver- 
tising. There will be a sound company 
organizational base to work on, and if 
the advertising is equipped to do the job, 
the results will be productive. 


= However, although good organization 
is an antidote for many of the troubles we 
have been talking about today, like many 
antidotes it is not tutally pleasant—for 


the advertising department, the agency 
or media. There are a lot of things that 
advertising people have to learn about 
living with a good organization. Some of 
you have had so much experience with 
bad organizations that you are likely to 
get thrown off balance when you run 
into a good one. 


= Well, let’s take the well-organized 
company. Here we will find a manage- 
ment that is exacting, that looks for a 
systematic well-organized approach on 
the part of its suppliers and services, and 
its advertising department. It expects an 
honest acceptance of the correct role of 
advertising, following a clear-cut defini- 
tion of company objectives for earnings, 
company markets and related company 
policies. This kind of account or adver- 
tiser should be a good one and a growing 
one. 

In dealing with it, I have a couple of 
comments, specifically directed to media 
or agency people, but also of interest to 
company advertising personnel. 


® First, you ought to have marketing 
know-how on your team. It is not enough 
to have a marketing director or have a 
marketing department which is used as 
a “plus” with the prime purpose being to 
sell advertising. The principal function of 
the marketing talent on your team is 
this—to help you to develop an adver- 
tising package that makes sense in terms 
of the company’s marketing policy, its 
objectives and the needs and wants of its 
market. It is a little bit like the problem 
of developing the most effective air arm 
for the fleet. You need highly technical, 
highly skilled people in the business of 
designing and making airplanes or mis- 
siles. But between them and the Navy 
you must have highly skilled liaison who 
can adapt their power to naval condi- 
tions. 

Getting away from the simile, it is 
most important that marketing know- 
how on your team must not be tainted in 
the mind of the advertiser with the feel- 
ing that it is merely a sales promotional 
device. I think you know what I mean. 


® The second point I would like to make 
is that if you are selling advertising, you 
are going to do a lot better over the long 
run if you try to put yourself in the shoes 
of the professional manager. He looks for 
earnings results to be achieved through a 
total marketing function. We’ve heard for 
years about putting ourselves in the con- 
sumers’ shoes—now lIet’s add to this the 
simple rule that the advertiser is sup- 
posed to make profits—not just sales— 
and let’s blend the two. Try and see ad- 
vertising as an important tool among 
other marketing tools for earnings po- 
tential. Don’t represent it to do some- 
thing that you know it won’t do. Don’t 
try to hog the whole budget. Try to work 
it into a total marketing package with all 
the marketing elements. Include media 
that you don’t represent or are not com- 
missionable. Build a package so strong 
that good, solid results are bound to be 
forthcoming. Be an angel! 

What most advertising men know is 
that it is pretty hard to successfully ad- 
vertise a poor product. But what some 
advertising men don’t realize is that it 
may be just as hard to advertise a prod- 
uct if, say, some other remote marketing 
function is out of kilter. The design of the 
product, the selling organization, the dis- 
tribution channels, even such _ subtle 
things as the compensation of salesmen, 
sales service functions and many other 
marketing tools will all impinge upon 
advertising. They can make the advertis- 
ing look good or bad in terms of solid re- 
sults. 

I know this point blends pretty much 
into the first point that I made, but 
there is a difference. Here I am saying, 
in effect—try to visualize where your 
kind of advertising fits soundly and sol- 
idly and don’t try to overplay it. You'll 
be better off in the long run. + 


Advertising Age, December 23, 1957 
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Motorola Tv 
We spoke last week of the unwisdom of addressing an advertising appeal to 
competition instead of to potential customers—and cited three snow tire ads 
with similar appeals to illustrate our point. 
This week we would like to carry the argument further with these two tv 
ads. Both feature electronic tuners. Zenith calls its tuner “exclusive... the 
only thing really new in television,’ while Motorola says its new Golden Sat- 


ellite tv “has the first wireless remote contro] that brings in every channel 
automatically fine tuned.” 


Aside from questioning the English of Motorola’s claim, we question the 
strategy of what might be called the “exclusive” or “only” approach. We 
realize the pride and enthusiasm that urge an advertiser to claim his product 
as (to borrow from The New Yorker) “the world’s most one and only.” But 
exclusivity generally means more to the advertiser than to the consumer— 
who likes a feature, if he likes it at all, not because it’s exclusive but because 
of what it does for him. The advertiser, of course, not only has his pride titil- 
lated, but derives the kind of satisfaction a child derives by taunting, “My 
father can beat your father!” 

This is advertising with a chip on its shoulder instead of a chap on its mind. 
It is advertising written to gratify the maker instead of to satisfy the user. It 
is advertising intended primarily to consume competition with envy rather 
than to consummate a sale. In our opinion, it’s much more important to be 


, 


exciting than to be exclusive. # 


Salesense in Advertising ... 


Price Tags Simplify Buying 


By James D. Woolf 
Advertising Consultant 

Every now and then, in this column, I 
have given it as my opinion that the more 
or less general practice of not stating 
prices in national advertising (or in local 
media for that matter) is a disservice to 
the customer—and in- 
effectual salesmanship 
to boot. I have main- 
tained that the con- 
sumer’s first question, 
when he debates with 
himself over the pur- 
chase of an article, is 
“How many dollars will 
it cost me and does it 
represent the most val- 
ue I can get for my 
noney?” I have also stated, with special 
eference to automobile and appliance 
dvertising, that many consumers are so 
confused about what they should pay 
without being gypped that they are stay- 
ing out of the market, 

It was with more than usual interest, 


James D. Woolf 


therefore, that in the Dec. 4 issue of the 
Chicago Evening American I noted an 
article, “Price Tags Simplify Buying,” by 
George Murray, popular newspaper col- 
umnist. Mr. Murray’s article, it seems, 
was inspired by several of my pieces on 
this general subject. Writes Mr. Murray: 

“As I read Woolf, I recalled some less 
than happy experiences with merchandis- 
ing. I’ve some ideas on what ought and 
what ought not to be done. 

“A few days ago I entered a men’s shop 
on Michigan Ave. My eye had been caught 
by some shirts in the window. The clerk 
told me of them: ‘This is all single-needle 
work, as you can see.’ 

“Maybe I’m poorly informed, but I 
don’t know single-needle work from any- 
thing else when I see it. I don’t even know 
what the phrase means. 

“When I asked the clerk to explain (I 
was genuinely curious) he covered his 
confusion with some fast double-talk. I 
didn’t buy any shirts, 

“That was poor merchandising, it seems 
to me. I’d sold myself before I entered 
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the store. I was unsold by a clerk who 
hit me with a phrase he didn’t under- 
stand. 

“I think anything displayed in a shop 
window ought to have a price tag on it. 
When the price isn’t given, I think it’s 
probably too high for me. 

“A merchant gave me an explanation 
which didn’t explain when he said: ‘We 
like to have a chance to talk across the 
counter to prospective customers. We can 
do so when they come in to ask about 
merchandise.’ 

“Not for me. If there’s no price in the 
window, I walk down the street till I see 
something comparable, priced within my 
means. 

“Similarly with ads in newspapers. If 
the price isn’t given, I’m not much inter- 
ested. There’s always something compara- 
ble, clearly priced. 

“Once, when I inquired about this, I 
was told prices on nationally advertised 
goods vary from place to place. OK. I’ve 
seen ads that read: ‘Priced at about $24.95. 
Slightly higher west of the Rockies.’ 

“That’s all I need from an ad. Just an 
idea, so I can count the stuff in my wallet 
and see if I can afford it or had better 
just forget it. (Incidentally, I’d like to see 
every restaurant post its menu, with pric- 
es clearly marked, where it can be seen 
by passersby on the sidewalk.) 

“When merchandise is advertised or dis- 
played for sale, I want to see something 
more than the price. I want to see exactly 
what I’m getting. 

“I wear button-down Oxford cloth 


On the Merchandising Front... 


shirts. They are priced at just about every 
figure from $2.95 up to $8.95. (Maybe 
higher, but not for me!) 

“As an ordinary fellow who buys three 
shirts at a time and is looking for the best 
quality for the money, I want ads that 
give me information, 

“An ad for a sheet tells me the thread 
count per square inch. It’s probably thread 
count that makes the difference in shirt 
prices. I’d like an ad that said, ‘The $3.9& 
shirt has so many threads per inch; the 
$4.95, so many. The $5.95 will last three 
times as long because .. .” 

“I like the way liquor is advertised. 
I get the price and the proof in the ad, 
the percentage of whisky to alcohol on 
the bottle label. 

“It seems to me the function of adver- 
tising, besides stimulating desire, is to 
impart information. Maybe information 
comes first, stimulation second. 

“I recall an ad on Swiss watches, It 
told me some makers ‘farm out’ the mak- 
ing of parts, others make all parts and 
do the assembly under one roof. When 
I’d finished reading the ad, I felt I knew 
something about Swiss watches. I went 
out and bought one of those the ad had 
told me about. 

“I’d prefer ads which apparently were 
written without exaggeration, without 
emotion, without fancy phrases. Just 
plain English. 

“I'd like such ads to tell me what I can 
expect in the $2 shirt, why I'll be better 
off buying better quality at a higher price. 
That I'll go for.” # 


What Retailers Don't Know 
About Shopper Pilferage 


By E. B. Weiss 


Two merchandise categories that, pre- 
sumably, could never, never be retailed 
by self-service are (1) cosmetics and (2) 
liquor. 

As the “Health and Beauty Aids” sec- 
tions of food supers ex- 
pand into an increasing 
variety of cosmetic 
items, and as the new 
drug and variety chain 
units become almost 
completely self-serv- 
ice, the whole cosmetic 
classification is going 
self-service in those 
major outlets that do 
the lion’s share of cos- 
metic volume—with the exception, of 
course, of those counters behind which 
the manufacturer’s demonstrator works. 
(It might be noted that even these coun- 
ters are employing open display to an in- 
creasing extent and that self-selection 
therefore plays a growing role at demon- 
strator-operated counters. The lines of 
demarcation between self-service and 
self-selection are vague and becoming 
increasingly vague, so it might be said 
that a mounting percentage of the total 
volume done at demonstrator-run coun- 
ters is really self-service.) 


E. B. Weiss 


= In the liquor package store, self-serv- 
ice is being employed at a pace that con- 
stantly accelerates. Bear in mind that 
since customers have been known to walk 
out of stores with small radios—it is no 
great trick for a customer to walk out 
with a “fifth,” or with a hip-flask size. 
And, of course, the bottle of liquor is in 
the higher price points and therefore any 
pilferage loss can really hurt. 

Yet in practically every major city in 
the nation there is, at this very moment, 
at least one important package store that 


is self-service and, of course, any number 
of package stores that are self-selection. 
(It is hardly necessary to point out that 
it is just about as easy to pilfer under 
self-selection open display as it is under 
self-service open display.) 

At one meeting of better package stores 
that met in San Francisco, deliberations 
were largely concentrated on the applica- 
tion of self-service techniques to liquor. 
Those who were operating this type of 
package store uniformly reported excel- 
lent results, and others present at the 
meeting were apparently convinced that 
self-service is the wave of the present— 
not of the future—for the package liquor 
store. 


® As these last two strongholds of oppo- 
sition to self-service topple, it is timely 
to do a bit of provocative thinking on the 
subject of shopper pilferage. This is time- 
ly and pertinent because step by step, 
merchandise category by merchandise 
category, store type by store type, the 
retailer has delayed the introduction of 
self-service and _ self-selection because 
“we'll be stolen blind” by the shopper. 
Indeed, almost every one of the newer 
non-foods added by the food supers them- 
selves—these leading practitioners of 
self-service—was initially viewed dimly 
because “the shoplifter will have a field 
day.” And at this very moment we see 
an odd situation: the package liquor store 
is turning to self-service and open display 
somewhat more rapidly than those food 
stores that carry liquor! 

Inasmuch as so many plans developed 
by manufacturers bump up against the 
stone wall of retailer objections based on 
the contention that the shopper “will steal 
us blind,” suppose we take an unconven- 
tional look at this matter of “shrinkage.” 

1. No retailer knows what percentage 
of his total shrinkage is caused by deliv- 
ery errors, markiag-room errors, ware- 


house errors, accounting errors, employe 
pilferage, cash register piiferage, shopper 
pilferage. 

2. Yet most retailers complain loudest 
and longest about shopper pilferage. 


s 3. Pilferage by the amateur shoplifter 
is—beyond dispute—the smallest factor 
in inventory shrinkage, Yet it is the ama- 
teur shoplifter whe is dreaded most by 
the retailer and against whom he erects 
his mental and physical barricades to the 
faster movement of merchandise! 

4. The professional shoplifter wasn’t 
deterred when merchandise was kept un- 
der glass. The professional shoplifter isn’t 
deterred when clerks roam the aisle un- 
der open display or self-selection. The 
professional shoplifter develops new 
tricks as fast as his old ones are discov- 
ered. And his numbers increase constant- 
ly, as well as his (and her) skills. Self- 
service is no more of an invitation to the 
professional shoplifter than any other 
technique of retailing; if every one of our 
present self-service stores were to return 
to full service, their losses to the profes- 
sional shoplifter would not drop even a 
fraction of a percentage point. Not a frac- 
tion! And their total shrinkage would not 
drop even a fraction of a percentage point. 
Losses to the professional shoplifter are 
on the order of from five to ten times 
the total of losses to the amateur shop- 
lifter—in dollars. And it’s the dollar losses 
that hurt most. 

5. The employe is more responsible for 
shrinkage than both the amateur and the 
professional shoplifter combined—no ifs 
or buts about that. The employe con- 
tributes more to shrinkage through his 
errors, his carelessness—and his own 
“lifting” inclinations. But the retailer frets 
and fumes about the amateur shoplifter— 
frets and fumes about open display and 
about self-service. It is my own private 
calculation that in some stores retail em- 
ployes “lift” more from customers than 
customers lift from the stores. The short- 
changing alone that goes on at some cash 
registers is practically on a “wholesale” 
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basis! But the very retailers who complain 
most bitterly about being “stolen blind” 
by the shopper are quite blind to the pil- 
ferage of the shopper by store employes. 


= 6. It is when the employe works in ca- 
hoots with the professional shoplifter, 
however, that losses really run high. 
Strangely, one seldom hears retailers 
mention this point. 

7. Clearly, employe pilferage, either by 
the employe working alone or working 
with a professional, functions just as ef- 
ficiently under “protected” display con- 
ditions as under open display; just as ef- 
fectively under full service as under self- 
service. Indeed, there is some reason to 
believe that employe pilferage, especially 
at the registers, may be lower under self- 
service than under other conditions. 

Retailers tend to perpetuate old-wives’ 
tales. They shiver about the shoplifter. 
They shiver about pre-packing every 
merchandise category that is newly turn- 
ing to pre-packing (you know—the shop- 
per wants to “feel” the merchandise). Yet 
almost every moment of every day they 
are face-to-face with facts of retail life 
that make these attitudes as ludicrous as 
they are expensive. 


s Shrinkage is a part of the cost of re- 
tailing. It always has been, It always will 
be. The total shrinkage percentage today 
is little if any higher than it was ten years 
ago, or 50 years ago. (Certainly in the 
days of open-barrel merchandising, shop- 
per temptation was just as strong as it is 
under modern open display.) 

The fact of the matter is that the real 
cause of shrinkage, which is faulty con- 
trol at every step of the physical handling 
and recording of inventory, will be won- 
derfully alleviated when electronic point 
of sale recording, electronic merchandise 
handling, electronic receiving and mark- 
ing arrive on the retail scene—as is hap- 
pening at this very moment. But it will 
be a long, long time before retailers stop 
complaining about being “stolen blind” 
by the shopper. + 


From an Art Director's Viewpoint . . . 


An Old Chestnut in Blossom 


By Andy Armstrong 

We hear a lot of talk about a shrinking 
world, but when will we get close enough 
to Paris to recognize it without the Eiffel 
Tower? 

We've leaned on this thing as a Frenchy 
prop ever since the Ex- 
hibition of 1889. Prob- 
ably with good reason. 
It’s the only French 
symbol that seems to 
mean anything to most 
Americans. 

In our songs and our 
movies we sob more 
nostalgically for Paris 
than for any other city 
we've never been to. 
But we can’t tell the Left Bank frorn the 


Andy Armstrong 


The Ford spoke French and the French spoke Ford! 


ane tebe 


Hoboken Shore, when we come right down 
to it. Or Notre Dame from Rockefeller 
Chapel. Those Fords could be in Phila- 
delphia’s Fairmount Park, if we couldn’t 
see Gustave Eiffel’s ironwork and the ex- 
planatory text, We must have that tower. 
Without it, we miss the Paris idea. 

This sets a dismal limit on art direc- 
tion, and a handicap on France. We don’t 
have trouble with England. England has 
bearskin hats on sentries. And Big Ben. 
And double-decked buses with Bovril 
signs. 


® Look at Italy. The leaning campanile. 
The gondolas. The Colosseum. The poplar 
trees. 

Mexico, hey. Cottony clouds by Eisen- 
Mayan 


stein, adobe villages, temples, 


Nothing newer 
in the 
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Burros. 

Greece. A whole archipelago littered 
with busted marble. 

Switzerland. Cuckoo-clock chalets. Alps. 
Leather breeches, 

Holland. Windmills and canals. Wood- 
en shoes. Market stalls full of cheeses. 


Egypt. Pyramids, Camels. Tne Sphinx. 

The Orient. Where else, with those 
scalloped-roof pagodas? 

Around the world in 80 words and back 
to Paris. How do we know we're in Paris? 

Anybody been there lately? Anybody 
got any new ideas? # 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Humor is not easy to use in ads. I think 
it’s well done here. This ad is a good one, 
assuming several things. First, the ad is 
selling checking accounts for all banks, in 
order to get down to cases and sell for its 
own. If this is a deliberate procedure, 
good. 

Second, the man at the bottom must 
have some significance. I believe he is the 
featured tv character of the bank, and be- 
ing well known to the public is utilized as 
a tie-up and added identification for the 
ad. If this is true, good. 


= In local advertising it is not easy to 
find ads based on a valid idea, in which 
artist, writer, and everyone else seem to 
understand the assignment and make a 
consistent contribution toward its execu- 
tion. 

Even the grinning figure at the bottom 
adds its virtue to this good job. 

If everyone in the area does not know 
the tv character, it might be the adver- 
tiser could gain a little extra value by 


identifying him and saying when he holds 
forth. (Surely the newspaper doesn’t re- 
fuse to permit such a thing?) 


Looking at Radio and Television ... 


Yule Log Is Leaden to Him 


By the Eye and Ear Man 


The holiday season again descends 
heavily upon a television industry beset 
by problems brought on by program fail- 
ures, over-extended budgets and rising 
prices. 

The Christmas and New Year’s season, 
circa 1957, means the following: 

1, Less junk than usual will be handed 
out by stations and by talent agencies and 
by advertising agencies to their clients be- 
cause of a general tightening of profits. 
Despite a temporary regret, many will be 
relieved not to have to figure out what to 
do with the poorly chosen gifts. 

2. The office parties will be skimpier 
but drunker, because in every phase of the 
television business bonuses or incentive 
payments will be down, due to rising costs 
of doing business. 

3. As usual, the holiday season will bring 
reduced sets-in-use, due to regular tele- 
vision viewers’ being distracted by their 
normal holiday gad-abouting to parties 
and relatives’ houses to see the tree and 
drink the various vile grogs. 


es 4. Networks will be wearing long faces 
because they are trying to peddle avail- 
able programs and the difficult-to-sell 
marginal time. Foremost among these 
problems are the news programs, the 
whole Sunday afternoon lineup, 7:30 p.m. 
and 10:30 p.m. periods. 

5. Agencies will be wearing long faces 
because the little mistakes in program- 
ming judgment are clearly and statistical- 
ly evident and firm commitments are hard 
to get out of. There is a long list of shows 
that fall in the disappointing or disaster 
classification. 

6. Many over-extended clients, whose 


purses in the summer of 1957 looked fatter 
than their nets in 1958, will be trying to 
dispose of some television holdings with 
few, if any, takers. They will press for 
shorter commitments on time and pro- 
grams next year. 

7. All clients, networks, and agencies 
will be looking under the bed for sneak 
devices such as subliminal perception. 
The horrendous thought must have struck 
them that, since this technique is imper- 
ceptible, it cannot be easily detected, if 
it can be detected at all. What is to pre- 
vent the villains of television, the free 
loaders who bribe writers and actors and 
sneak in plugs on the backs of honest 
advertisers, from bribing a few film cut- 


edfzsic insert a frame now and then for— 


say—their favorite airline? 


® 8. Prices will be going up in the televi- 
sion business. Many producers are finding 
it difficult to break even on the first run 
of a television series and they fear that a 
glutting of the syndicated market will les- 
sen their break-even chances. Meanwhile, 
the rising cost of residuais makes it more 
expensive to repeat the shows, which fur- 
ther reduces their value. Who will pay the 
added costs which must be charged to 
next year’s product? Certainly not the ad- 
vertisers. 

9. Motion picture companies, now going 
more heavily into television, will be using 
television profits to compensate for mo- 
tion picture losses. This unprecedented 
situation cannot go on. Maybe the motion 
picture companies will look for new young 
blood to replace an aging management un- 
able to cope with changing conditions. 

10. New York will look out its windows 
and wonder where the television business 


went, without lifting a finger or building 
a studio to try and keep it. 

11. Advertising agency men in New 
York, formerly the guardians of program- 
ming development, will look wistfully to 
Hollywood for leadership in programming 
and accept the fact that they are becom- 
ing creative media men and administra- 
tors of vast television investments. 


# And so the curtain slowly falls on the 
first decade of television. Tv has the pow- 
er to become one of the greatest forces for 
communication in a_ shrinking world, 


Employe Communications... 
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which soon can embrace worldwide con- 
nected television; or tv can be a monster 
capable of fomenting riots and destruc- 
tion. 

Another year lies ahead with the tough- 
er problems of increased competition and 
higher prices and the intensified struggle 
for control of programming. 

Complex as these problems may be, the 
industry has progressed smoothly and 
well during those years. There is no rea- 
son to doubt that television will continue 
to progress. A happy holiday thought, # 


Nod to a New Management Magazine 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The accolades to the new management 
magazine of Sears, Roebuck & Co. have 
largely been recorded. It is generally 
agreed among students of communication 
that “The Sears World” is a bold and 
intelligently conceived step in high-level 
communication. If you haven’t seen it, 
get a copy. 


s Two paragraphs from the opening mes- 
sage have special significance for people 
in employe communication: “Whatever 
may be the merit of the magazine judged 
by current standards of text and illustra- 
tion, the idea of the magazine is unusual 
and, perhaps, unique. There are many 
excellent magazines, both internal and 
external, sponsored by large business 
corporations; but this is the first maga- 
zine known to us which is designed to 
expose and interpret the total human, 
structural and operating identity of a 
large American company... Perhaps only 
Sears, at its level of magnitude, would 
feel the need for such a comprehensive 
act of communication to its own people. 
The operating paradox of Sears, not 
found in most other companies of com- 
parable size, is that Sears people are ex- 
pected to be interested in, and informed 
about, everything that goes on in the or- 
ganization. In this respect, Sears is a 
family, and ‘The Sears World’ can there- 
fore be described, with lunch table infor- 
mality, as a family magazine which also 


goes to friends.” 

To us the new magazine in a sense is 
less important than what it signifies: It 
signifies a determination on the part of a 
large concern not only to hold but to en- 
courage a spirit of oneness at the man- 
agement level. In too many concerns the 
concentration is on the employe group 
while the management group, particular- 
ly at the mid-levels, finds itself groping 
for facts and hoping for unity. “The Sears 
World” will not provide unity, but it will 
encourage a unity that already in strong 
measure exists. The magazine has opened 
up a whole new area of communication. 

Although we haven’t checked it, it is 
rumored that at least a dozen compa- 
nies, cued in by the Sears publication, 
are considering launching management 
level periodicals of their own, with some 
external distribution to key people. One 
executive, in discussing his own blue- 
prints recently, remarked: “If we don’t 
have effective communication at the top, 
there’s little hope of our being effective at 
the bottom.” 


= The opening editorial in the Sears 
journal distributes the responsibility for 
it among many. A reviewer, however, 
cannot refrain from paying tribute to 
Alexander W. Ebin, the editor, for a thor- 
oughly competent job of putting together 
a debut issue, and to Taylor Poore, who 
has designed one of the most attractive 
papers in the world of communication. 
And one is tempted to suggest that the 
skilled hand of James C. Worthy, Sears’ 
public relations generalissimo, may be 
detected behind the scenes. + 


—Gus Levy, New Orleans. 
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Tips for the Production Man... 


The Big Build-Up 


By Kenneth B. Butler 

A hush comes in the music, the chorus 
and the minor characters group about a 
grand stairway, the stage lights dim, and 
a huge spot plays on the top of the stair- 
way. Something important is about to 
happen. The big star is to appear. 

In promotion we have gimmicks about 
like those of the theater. For example, 
when a promotion piece comes in a carton 
instead of an envelope, we feel it must be 
important. There’s just an extra expec- 
tancy when the booklet cover has over it 
a wrapping of glassine parchment. 


s We have noted other ways in which an 
inexpensive added touch provided insur- 
ance that a promotion piece would re- 
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ceive more than casual attention. 

For example, we have before us a little 
booklet called “Esquire’s Guide to Sum- 
mertime Living.” It was figuratively 
handed to us on a platter. 

A cheerful single-fold cover, when 
opened, revealed the Esquire’s Guide 
booklet tucked into a simple bottom flap 
which was glued down with one hidden 


tab. That’s all, But the effect was to 
glamorize the booklet, for much pains had 
been taken to see that it was presented to 
me as a surprise. At the moment there 
was nothing else competing for my at- 
tention. The booklet was not merely some- 
thing that was kicking around in a stack 
of the morning’s third class matter. 


® This sort of thing, it seems to me, may 
grow more important as the volume of 
promotion grows. In this case, the cost 
of the coverlet was not lost, because it 
carried punchy messages of its own... 
all making me itch to scan the booklet. 
We do not resent the grist of printed 
appeals that gum up our mai!; we just 
resent the commonplaceness of so much 


* 


of it. We would also resent a salesman 
who is boring, and printed advertising is 
salesmanship. 


P. S. I took the booklet home. Read it 
all through. Though it’s early winter, I 
think I'll mix me some Calypso Punch 
tonight . . . the recipe sounds intriguing! 


Mail Order and Direct Mail Advertising ... 


18 Great Mail Order Advertisements 


By Elon G. Borton 


In 1949, Julian L. Watkins, noted ad- 
vertising executive and copywriter (who 
recently joined Leo Burnett Co., Chicago), 
produced a book, “The 100 Greatest Ad- 
vertisements.” I say produced advisedly, 
for the advertisements 
were chosen with the 
aid of many of the 
leading advertising 
men of the country. 
We may not agree en- 
tirely with Mr. Wat- 


kins’ list, but in the 
main it has been wide- 
ly accepted. 


From the standpoint 
of this column, a strik- 
ing thing about the book is the number of 
mail order advertisements included—18 
out of 100—a far larger percentage than 
the proportion of mail order advertise- 
ments to the total number of national ad- 
vertisements appearing during the past 50 
years of advertising. And another exam- 
ple is the reproduction of the cover of a 
Sears, Roebuck & Co. catalog. 

Another interesting fact is the number 
of outstanding advertising leaders who 


Elon G. 


Borton 


wrote these mail order ads. They include 
several men of whom we do not think as 
mail order copywriters. Apparently these 
ads were usually written in their earlier 
years. Among them are Bruce Barton, 
James W. Young, Raymond Rubicam, 
George Cecil, Claude Hopkins, Lynn Sum- 
ner and John Caples. Also included are 
ads by Max Sackheim and Victor Schwab, 
who have long been noted for successful 
mail order advertising. 


® Among these ads are such famous head- 
lines as “Do You Make These Mistakes in 
English?”, “They Laughed When I Sat 
Down at the Piano,” “To Men Who Want 
to Quit Work Some Day,” “How to Win 
Friends and Influence People” (which 
sold a million books in three years), 
“Again, She Orders a Chicken Salad,” 
“Imagine Harry and Me Advertising Our 
Pears in Fortune!” and “Hand Woven By 
the Mountain People of New Mexico” 
(which sold 26,000 neckties for Jim Young 
from one Life magazine page). 

For the most part these are typical mail 
order ads. They are crowded with copy 
and the artists must have groaned at the 
small amount of space left for them, All 
but four feature reply coupons and even 


three of these four ask for a reply. The 
one exception, strangely enough, is “The 
University of the Night” written by Ray- 
mond Rubicam and George Cecil for In- 
ternational Correspondence Schools, al- 
ways a great mail order advertiser. Paul 
Barrett, famed advertising director of ICS, 
must have had a strange qualm when he 
okayed this institutional ad. 


s In discussing the advertising copy on 


39 


the front cover of the Sears catalog, Mr. 
Watkins writes: 

“Advertising men acknowledge the 
writing of good mail order copy as one of 
the highest forms of the art. Certainly 
it is one of the most directly resultful and 
effective. And they will quickly admit 
that more well-rounded, seasoned and 
successful writers of advertising have 
come from the ranks of mail order copy- 
writers than from any other field.” # 


“How shall we illustrate this message?” 


1. A common problem is to show the 
product in use, however small the ad. 
I have feet, so I see this clearly as an 
ideal solution to sleep comfort. The 
words and the art handling go per- 
fectly together (Size, 1%”x2%”). 


2. In contrast, here is a recent 5”x6” 
Look ad, The words and picture are 
designed dramatically, but the mes- 
sage is a blank to me because I don’t 
know what I am looking at, where or 
how it is used on the watches or 
whether I might order one for my 
watch. A few extra words or dia- 
grammatic drawing can sometimes 
help clarify technical illustration 
problems on unusual products to the 
lay reader. 


3. On the back side of the above ad, 
a full page of gifts, priced to $5,000 
(plus tax), included a pen drawing 
reminiscent of pretty good high 
school annual art. A common prob- 
lem is consistency of message. It is 
rudimentary that art should enhance 
the product, not demean it. 


Next Lesson: “Some Joints to Clip” 
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NOW IS THE TIME TO REAPPRAISE THE MILITARY 


Bree Gontinentat $9 Binion Mbarxer 


ARMY TIMES 
NAVY TIMES 


AIR: FORCE TIMES 
‘{Menbencaec) 
“He (MILITARY MARKET 
THe AMERICAN WEEKEND 


ARMY NAVY AIR FORCE 
REGISTER 


ARMY TIMES PUBLISHING CO. 


2020 M Street, N. W. © Washington 6, D.C. 


Today, the Armed Forces are America’s largest, 
single specialized market. Now, on the threshold of 
the strategic conquest of outer space, it is inevitable 
that defense expenditures will expand again. 


If you manufacture or market a consumer product, 
be cognizant of these facts: More than 5 million 
Americans are servicemen or service dependents. 
Their purchasing power exceeds $9,000,000,000 
annually. Their average age—23 years—clearly indi- 
cates that their brand preferences are developing now. 


You need this market. And only the world-spanning, 
top-circulation Times Service Weeklies can deliver it. 


Write for the new military market information book— 
“MASS SELLING AND SAMPLING TO MILLIONS” 


us pegs Boston, Charleston, SC, Cheage, Dail« 
Honolulu, t 


Miami, New York, Philodeiphio, Son Francisco 
FOREIGN oprices: Frankfurt, London, Paris, Rome 
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Max Factor Names Three in 
Marketing Reorganization 

In a reorganization of its U.S. 
marketing, sales, advertising and | 
merchandising divisions, Max Fac- 
tor & Co., Hollywood, has retitled 
three executives. In addition, the 
company has merged its pharma- 
ceutical and specialty division and 
the U.S. cosmetics division into one 
unit. 

Alfred Firestein, a vp and mem- 
ber of the board of directors, has 
been named director of U.S. mar- 
keting. Chester Firestein, who 
joined the company in 1955, has 
been named to the new post of di- 
rector of U.S. merchandising. Lee 
Rosene, formerly Max Factor mid- 
western sales manager, has been 
appointed director of U.S. sales, a 
new post. 


McMann Moves to Mogul 

Frank R. McMann, formerly 
with the Institute for Motivational 
Research, has joined Emil Mogul 
Co., New York, as a research as- 
sociate, 


‘Merchandise Mart 
Slates $100,000 Drive 
‘to Back Open House 


Cuicaco, Dec. 17—In a concen- 
trated effort to combat “shrinking 
profit margins and public apathy 
to new offerings of the furniture 
industry,” the Merchandise Mart 
here will hold a $100,000 promo- 
tion in January which will open 
the Mart doors to the general pub- 
lic for the first time, 

The Mart will sponsor its first 
Home Furnishings Show, a 10-day 
event beginning Jan. 17, on the 
closing date of the winter Inter- 
national Home Furnishings Mar- 
ket, held annually for furniture re- 
tailers. An admission of 90¢ will 
allow the public to tour four floors 
of displays by home furnishings 
manufacturers, and perhaps win a 
new home or gifts of home furn- 
ishings. 

Theme of the show will be “See 
it at the Mart; buy it at your re- 
tailer.” No retail selling will be 
permitted at the show, W. O. Oll- 
man, general manager of the Mart, 
said. 

Mr. Oliman told furniture man- 
ufacturers, in seeking their co- 
operation in the event, “You can 
appraise the effect of competing 
industries’ all-out efforts to broad- 
en their take of the consumer’s 
|dollar, and will realize that con- 
| structive steps must be taken if the 
jhome furnishings industry is to 
merely hold its own, to say nothing 
of improving its position.” 


® Similar promotions have been 
successfully held in Toronto; 
Jamestown, N.Y.; Lexington, Ky., 
and the New York Coliseum, he 
said. 

A $17,500 split-level home in 
Meadowdale, IIl., will be awarded 
as top prize. Donor of the home is 
Leonard W. Besinger, developer of 
Meadowdale, who will construct a 
duplicate on the plaza of the Mart. 

The home will be furnished by 
the Illinois chapter of the Ameri- 
can Institute of Decorators and 
will be supplied with an electrical 
heating system by Commonwealth 
Edison Co. 

The Mart, through Alex T. 
Franz Inc., has set a $40,000 budg- 
et for advertising in Chicago dai- 
lies. In addition, L. W. Besing- 
er will take an eight-page section 
in the Chicago American Jan. 19 to 
announce the Gold Medallion 
House. A schedule of radio and tv 
spots, car cards, posters and direct 
mail will round out the drive. 


AMERICAN MART WILL 
UPHOLD CLOSED POLICY 

Curicaco, Dec. 17—In response to 
inquiries from the home furnish- 
ings industry as to the traditional 
closed-door policy of the American 
Furniture Mart, Lawrence H. Whit- 
ing, president, said it “will not 
participate in any way in an open 
building show.” 

Mr. Whiting’s statement followed 
the announcement that the Mer- 
chandise Mart will bold a home 
furnishings show for the public, 
beginning Jan. 17, after the annual 
winter International Home Fur- 
nishings Market closes. 

The annual winter market for 
home furnishings manufacturers, 
| distributors and buyers will be held 
jin both buildings Jan. 6 through 
Jan. 17. 

“A closed building in industry 
terms means that it is available 
only to manufacturers or distrib- 
utors and registered buyers and 
|merchants who attend its annual 
official markets, and there has been 
no change in the American Furni- 
| ture Mart’s traditional policy,” Mr. 
| Whiting said. + 


Lloyd F. Wood Moves Office 

Lloyd F. Wood Associates, Wash- 
ington advertising company, has 
moved to larger quarters at 1610 
Wisconsin Ave., N.W. 
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Pacific Cooperatives, 
Farm Co-op Supplier, 


Launches Ad Drive 


WALLA WALLA, Dec. 17—Pacific 
Supply Cooperative, wholesale sup- 
ply organization for farm coopera- 
tives in Washington, Oregon and 
Idaho, has (1) adopted a new 
trademark insignia for its products 
and outlets, (2) shortened its name 
to Pacific Cooperatives, and (3) 
begun its first regional advertising 
campaign, as a step toward build- 
ing greater volume so that it can 
buy in larger quantities and hence 
cheaper. 

For the fiscal year ended June 
30, Pacific’s sales volume reached 
a new high of $29,463,769, on which 
its net margin was $350,840. The 
sales goal is a volume of $100,000,- 
000 in the next ten years, according 
to Larry Beaulaurier, advertising 
manager. 

“Pacific is anxious for volume,” 
Mr. Beaulaurier said, so as “to ‘get 
closer to the sources of raw materi- 
al in our purchasing.” 


® Two-color newspaper pages in 
Portland announced the “bright 
new emblem of your Pacific Co- 
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operatives”—a large “P” set off- 
center in red and white circles. 

A regional advertising campaign 
will open early in 1958, after iden- 
tification of sales outlets with the 
new symbol has been completed. 
The program will use regional farm 
papers, newspapers, outdoor, direct 
mail and radio. Sales promotion 
will be directed toward petroleum 
products, fertilizers, and general 
farm supplies. Pacific Supply is to 
put 0.5% of gross into promotion 
and says that local farm coopera- 
tives will put up a similar amount. 

Dawson & Turner, Portland, is 
Pacific’s agency. # 


Fletcher, Wessel Adds Account 

Anchor Serum Co., St. Joseph, 
Mo., maker of animal health prod- 
ucts, has appointed Fletcher, Wes- 
sel & Enright Advertising, St. Jo- 
seph, to handle its advertising. The 
agency also has been named to 
handle Pet’s Best Co., the small 
animal division of Anchor Serum. 
Ayres, Swanson & Associates for- 
merly handled Anchor Serum Co. 
In addition, Fletcher, Wessel has 
been named to handle advertising 
for Research Laboratories, St. Jo- 
seph, producer of products for the 
veterinarian. 


Mitchell 
does Ve 
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Materials Handling Meeting 
Scheduled in Cleveland 

A national conference on mate- 
rials handling, the first to be spon- 
sored by the American Society of 
Mechanical Engineers since 1949, 
will be held June 9-12 at the Public 
Auditorium, Cleveland, in conjunc- 
tion with the National Materials 
Handling Exposition, handled by 
Clapp & Poliak, New York expo- 
sition management organization. 


WERC-TV Film Ads Withdrawn 

WKRC-TV, Cincinnati, has 
agreed to remove poster ads giving 
the impression the station is of- 
fering post-1949 Warner Bros. fea- 
ture films. The station will also 


use newspaper and tv ads to clear 
up the misunderstanding. Warner 
Bros., which has insisted on the 
retraction, says none of its post- 
1949 films are available to any tv 
station. 


Bloch Names Rose-Martin 
Albert Bloch & Sons, Long Is- 
land, importer and producer of 
chamois, dusting cloths, and natu- 
ral and cellulose sponges, has ap- 
|pointed Rose-Martin Inc., New 
York, to handle its advertising. 
The previous agency was Alfred J. 
Silberstein-Bert Goldsmith. 


Plummer to Galbraith-Hoffman 
Plummer Ltd., New York im- 


porter and retailer of china, crystal, 
silverware and decorative accesso- 
ries, has named Galbraith-Hoff- 
man Advertising to handle its 
advertising. The account was pre- 
viously handled by R. M. S. Walk- 
er Inc. 


Fuhrmann Joins Wiss 

Otto F. Fuhrmann, formerly with 
Hat Corp. of America, has been 
named assistant advertising man- 
ager of J. W. Wiss & Sons Co., 
Newark, N.J., manufacturer of 
scissors, shears and garden tools. 


Watkins Joins W. B. Doner 
Joe S. Watkins, formerly vp and 
creative director of Bonsib Inc., 


Fort Wayne, Ind., has joined the 
Chicago staff of W. B. Doner & Co. 


ADVERTISING HAS ITS FINE POINTS 


determine the effectiveness of your selling message. 
The secret of fine reproduction is the skill of the finisher. His swift, sure hands ply 


day or night call 
SUPERIOR 7-7070 


the instruments of the engraver’s art —burnishing .. . tooling . . . cutting . . 
over the plate to create the flashing highlights, the soft middle tones and the intense rs 
blacks that turn an engraving plate into a pointed, powerful selling tool. 


Superior’s finishers can point your sales curve up, so try us on your next job, 


Psurerion cucrayine coming 


Halftone dots are the fine points of advertising. And their shape and depth largely 


. ever moving : 
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H. C. Berkowitz, 59, 


Mr. Boston Distillery 
Co-Founder, Is Dead 


Boston, Dec. 18—H. C. Berko- 
witz, 59, treasurer and one of the 
founders of Mr. Boston Distiller 
Inc., died Dec. 5 at a hospital in 
Salt Lake City of internal hemor- 
rhages. He was taken ill at his 
ranch near Salt Lake. 

Born in Boston, he had a varied 
career 1. merchandising. During 
the pr-hibition era he perfected a 
malt syrup, and with the backing 
of the late Col. Jacob Ruppert, New 
York brewer and owner of the New 
York Yankees baseball team, Mr. 
Berkowitz successfully merchan- | 
dised his malt product nationally. | 

With repeal, Mr. Berkowitz was 
one of the first in the Boston area 
to obtain a distiller’s rectifying li- 
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cense. He and an associate, I. Ben- 
jamin, organized the Ben-Berk Co. 
for the bottling and distribution of 
gin and rum under the brand name 
of Mr. Boston, the trademark con- 
ceived and developed by Mr. Berk- 
owitz. 


® In 1933 Ben-Berk was taken 
over by Berk Bros., with Mr. Berk- 
owitz’s brother Samuel as president 
of the new company. Mr. Benja- 
min retired from the business. 
Other types of liquor were added 
to the company’s line, the Mr. Bos- 
ton brand was extensively adver- 
tised, and the company became a 
factor in the liquor business. 

In 1942 the company was sold, 


| but it was repurchased in 1945 by 


Berk Bros. The corporate name 
was changed about three years ago 
to Mr. Boston Distiller Inc., with 
Samuel Berkowitz as president, H. 
C. Berkowitz treasurer, Bernard 
Bornstein, a brother-in-law, as vp, 
and Paul Berkowitz, another 
brother, as secretary. 


ALVAH E. DAVISON 


New Yorxk, Dec. 17—Alvah E. 
Davison, 59, former president. of 
the Bon Ami Co., cleanser manu- 
facturer, died Dec. 13 at United 
Hospital, Port Chester, N. Y., after 
a long illness. 

Borr in Brooklyn, Mr. Davison 
attended Amherst College. He was 
an account executive with the old 
Erickson Co., New York agency, 
from 1920 to 1929, and with Mc- 
Cann-Erickson from 1935 to 1940. 

In his advertising work, Mr. 
Davison served as account execu- 
tive for the Bon Ami Co. In 1940 
he joined that company as vp and 
general manager, and was named 
president in 1945. He retired in 
1955. 

Mr. Davison was a former direc- 
tor of the Grocery Manufacturers 
of America. He was co-executor of 
the estate of Eversley Childs, New 
York financier and philanthropist. 


ANN GILLIS 

New York, Dec. 17—Ann Gillis, 
44, radio and television producer 
for National Broadcasting Co., died 
yesterday at her home after a long 
illness. She was the wife of Wil- 
liam J. Slocum, columnist for the 
New York Mirror. 

Miss Gillis, who used her maid- 
en name professionally, super- 
vised President Franklin D. Roose- 
velt’s radio “fireside chats.”’ She 
also had an important part in su- 
pervising the tv appearances of 
Queen Elizabeth II during the 
queen’s visit to the U. S. and Can- 
ada last fall. 

Born in Atlanta, she started her 
career in 1936 with WJSV, Colum- 
bia Broadcasting System station in 
Washington, and became director 
of special events for the network 
in the capital. She also supervised 
broadcasts by Presidents Truman 
and Eisenhower, and, in addition, 
most of the national political con- 
ventions of recent years. 

She produced the tv programs 
“Who Said That?,” “Comment,” 
and Bob Considine’s “On the 
Line.” In 1944 she joined NBC. 
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|PAULINE HODGES 


_ DISPATCH 


She had been working on a special 
news program to be aimed at chil- 
dren when she became ill several 
weeks ago. 


New YorK, Dec. 17—Pauline 


| | Reaves Hodges, 40, distaff editor 


and assistant to the publisher of 
|Parade Publications, was killed 


| Dec. 9 in an automobile acci- 


ident, She and her husband were 
driving to their home in Stony 


| Point, N.Y., when their car skid- 
Tien and hit an elevated railroad 
pillar in the Bronx. Mrs. Hodges 
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was killed instantly, and her hus- 
band, Roy, was seriously injured. 

Born in Jacksonville, Mrs. Hodg- 
es started her career at Crowell- 
Collier Publishing Co., where she 
worked in the art and fiction de- 


| partments. Later she left Crowell- 


Collier to become an editor at 
Fawcett Publications. In 1940 she 
returned to C-C to become person- 
al assistant to Arthur H. Motley, 
then publisher of American Mag- 
azine. 

In 1946, when Mr. Motley be- 
came president and publisher of 
Parade, Mrs. Hodges went with 
him as his assistant. In 1950 she 
was named distaff editor of Parade. 


CHARLES CROUCH 

San Francisco, Dec. 17—Charles 
Crouch, 59, nationally known mer- 
chandiser, who founded the Lucky 
Stores chain in 1931, died Dec. 11 
in Stanford University Hospital 
after a long illness. 

Born in Augusta, Ga., Mr. Crouch 
had become manager of 44 Piggly 
Wiggly stores by 1931, when he 
headed a group that purchased 6 
Piggly Wiggly stores to establish 
the Lucky Stores chain. By 1947, 
the Lucky chain had expanded to 
30 stores before it was sold to Blair 
Holding Corp., with Mr. Crouch re- 
maining active as a consultant. 

In 1950 Mr. Crouch was elected 
vp of the Childs Co., New York, 
which had taken over the Louis 
Sherry candy firm. He later was 
named president, but ill health 
forced his retirement in 1951. 


JAMES K. SCHULLINGER 

New YorK, Dec. 17—James K. 
Schullinger, 38, an assistant account 
executive at Batten, Barton, Dur- 
stine & Osborn, died Dec. 12 of 
visceral congestion at the home of 
his parents here. His father, Karl 
W. Schullinger, is an assistant to 
the advertising manager of Amer- 
ican Tobacco Co. 

Born in Long Beach, Cal., Mr. 
Schullinger attended the Univer- 
sity of Southern California, leaving 
to enlist in the Air Forces when the 
U.S. entered World War II. He won 
the distinguished service cross for 
bravery in action as a fighter pilot 
when he led three P-39s through 
intense enemy fire on a mission 
over Tunisia. 


DOUGLAS THOMPSON 

Curicaco, Dec. 17—Douglas E. 
Thompson, 55, one of the founders 
of Belnap & Thompson Inc., sales 
incentive organization, died here 
Dec. 14 after a short illness. 

Mr. Thompson, consultant to the 
Combined Insurance Co. of Amer- 
ica and contributing editor of Suc- 
cess Unlimited, in recent years had 
lived in Riverside, Cal. 

A native of Chicago, Mr. Thomp- 
son was educated at Parker High 
School and the Art Institute of 
Chicago and spent a number of 
years with Dartnell Corp. before 
launching his own sales incentive 
organization. 

In 1943, Mr. Thompson retired 
from Belnap & Thompson and or- 
ganized his own creative service 
organization. 


GUSTAVE LEHLEITNER 

Sr. Louis, Dec. 17—Gustave J. 
Lehleitner, 61, past president of 
the Advertising Club of St. Louis 
and one of the originators of its an- 
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TIMELY TO Y— 
Libby, McNeill & 
Libby’s newest 
premium is this 
17” satellite 
launcher, which 
sends its “saucer” 
45’ in the air. The 
launcher is avail- 
able to consumers 
for $3 and three 
Libby Deep 
Brown bean la- 
bels. 


Mr. Lehleitner was vp of Com- 
mercial Letter Inc., direct mail 
advertising company. He had been 
associated with the organization 
since 1939. 


FREDERICK G. CREED 

Lonpon, Dec. 17—Frederick 
George Creed, 86, inventor of the 
Teleprinter system widely used by 
newspapers throughout the world, 
died Dec. 12 at his home in Croy- 
den, England. Born in Nova Scotia, 
he came to England about 60 years 
ago. He perfected his idea for fast- 
er communication of news in a lit- 
tle workshop in Glasgow, Scotland, 
and took it to Fleet St., heart of the 
British newspaper industry. He had 
to fight to get his new invention ac- 


cepted, but eventually newspapers. 


in many countries adopted the ma- 
chine and today the Creed Tele- 
printer is used throughout the 
world. 


FRANK LYON 


Cuicaco, Dec. 17—Frank Lyon, 
60, a special advertising represent- 
ative for the Chicago American, 
died of acute leukemia Dec. 15 in 
Henrotin Hospital. Mr. Lyon sold 
space for several newspapers be- 
fore joining the American eight 
years ago. Before then, he was 
with the Shubert Theaters, and 
was ticket manager for the Chicago 
Stadium. A World War I veteran, 
Mr. Lyon was a native of this city. 


R. DALE KITZMILLER 

PHILADELPHIA, Dec. 17—R. Dale 
Kitzmiller, 57, a partner in the ad- 
vertising agency of Brown & Kitz- 
miler, Narberth, Pa., died in Bryn 
Mawr Hospital on Dec. 13. Mr. 
Kitzmiller had previously been as- 
sociated with McKee & Albright 
and J. Walter Thompson Co. He 
attended Haverford College and 
Princeton University. 


Engnath Joins Photography Co. 

Richard Engnath has resigned as 
promotion manager of Electrical 
Merchandising, New York, and has 
joined Photography Publishing Co., 
New York, as sales promotion man- 
ager. 


Promotes Teran, Frisch 
Jim Nash Associates, New York 


nual Gridiron Dinner, died yester- |industrial designer, has promoted | 
day at St. Luke’s Hospital, where| Eric Teran to exec vp and Gerald 


he had undergone abdominal sur- 
gery several weeks earlier. 


| Frisch to vp for plans and market- 


| ing. 


Dorothy Sayers, 
Adwoman, Mystery 
Novelist, Dies at 64 


Lonpon, Dec. 19—Dorothy L. 
Sayers, 64, creator of Lord Peter 
Wimsey, titled detective hero of a 
series of whodunits, whose “Mur- 
der Must Advertise” created a stir 
in Europe and America a number 
of years ago, died of coronary 
thrombosis Dec. 17 at her home in 
Witham, Essex. 

Miss Sayers’ “Murder Must Ad- 
vertise” is described by Milton 
Moskowitz, international editor of 
ADVERTISING AGE, an authority on 
the subject, as “the best mystery 
with an advertising background 
ever written.” The locale is in a 
London advertising agency about 
1934. 

In private life Miss Sayers was 
the wife of Capt. Oswald A. Flem- 
ing, widely-known war corre- 
spondent, who died in 1950. She 
was one of the first women to ob- 
tain an Oxford University degree 
after attending its Somerville Col- 
lege, where she specialized in me- 
dieval literature. 


® Her first job was as a copywriter 
in a London advertising agency. 
She published her first detective 
story in 1923. The more widely 
known Lord Peter Wimsey stories 


include “Clouds of Witness,” 
“Strong Poison,” “Murder Must 
Advertise,” “Gaudy Night,” and 


“Busman’s Honeymoon.” 

“The Nine Tailors,” published in 
1934, is not only a murder mystery 
but also a learned study of campa- 
nology, the art of bell ringing. It is 
regarded not only as her major lit- 
erary achievement, but as a con- 
tribution to English literature. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
—mogazines, trade-papers, 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 
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‘Purchasing Week’ 
Tested Thoroughly 
to Find Best Format 


New York, Dec. 17—-Few busi- 
ness papers have been pre-tested 
before publication to the extent 
that McGraw-Hill Publishing Co.’s 
forthcoming Purchasing Week has 
been. 

As previously reported (AA, 
July 29), the new paper will bow 
Jan. 6 as a weekly news tabloid. 
Initial distribution of 25,000 to in- 
dustrial purchasing executives will 
be converted to paid circulation as 
rapidly as possible at a subscrip- 
tion price of $6 a year. Base ad- 


vertising rate, one b&w page 
one time, is $600. Page size is 
10%x14%”". 


The genesis of Purchasing Week 
came about ten years ago as a 
result of McGraw-Hill’s recogni- 
tion of the growing importance of 
the purchasing executive, Charles 
S. Mill, the new magazine’s pub- 
lisher, told ApverTIsinGc AcE. About 
five years ago the company seri- 


Charles S. Mill 


ously began to study the potentials 
for a new publication in the field, 
he said. 


s After an exhaustive study of the 
market for the new publication, a 
preliminary test was made by get- 
ting out a trial copy in standard- 
size industrial magazine format, 
and another in tabloid size. This 
test, Mr. Mill said, proved that a 
news tabloid would prove more ac- 
ceptable in the field. 

To get the format right, dummy 
issues of four pages each were 
mailed to selected lists for about 
eight or nine months. Finally, two 
complete pilot issues, labeled as 
such but containing ads, were 
printed and distributed Sept. 2 and 
Oct. 28. The ads were not sold, but 
companies that had contracted for 
space in January and others con- 
sidered likely to close were asked 
to cooperate. 

These pilot issues were mailed 
to 5,000 selected companies and 
field-tested in ten cities. A reader 
traffic study was made on every 
item in the pilot issues, including 
the ads. 

The Jan. 6 issue, Mr. Mill said, 
will be somewhere between 40 and 
48 pages, and about half of the 
total will be advertising. + 


BBB Setting Photo Rules 

The New York City Better Busi- 
ness Bureau is working on a set 
of standards for the advertising 
and selling of photographic equip- 
ment in the metropolitan area. 
BBB reports that complaints re- 
garding advertising and selling 
practices in the photographic in- 
dustry were 30% higher during 
the first ten months of 1957, com- 
pared with 1956, and that inquiries 
rose 15%. Complaints about bait 
advertising and tie-in sales are 
among the most frequent. 


Hilton & Riggio Names Neuser 

Robert A. Neuser has been 
named a vp and account executive 
of Hilton & Riggio, New York. Mr. 
Neuser was previously with Roy 
S. Durstine Inc. and Fuller & 
Smith & Ross. 


Guerlain Wins Trademark 
Suit Against Verlaine 

Verlaine de Paris L.td., New York, 
has been permanently restrained 
from using the trademark “Ver- 
laine” in advertising or selling its 
perfume in a consent judgment 
signed by Francis X. Conlon, New 
York supreme court justice. 

The judgment was in favor of 
Guerlain Inc., New York, perfum- 
er, which had charged that in 1956, 
after it had “built up a substantial 
business and good will in connec- 
tion with the trademark ‘Guerlain’ 
by extensive sales and advertis- 
ing,” defendant adopted the name 
“Verlaine” and used it in advertis- 
ing and selling its perfumes. 


Muzak Appoints Cowley 

Charles C. Cowley has been 
named president of Muzak Corp., 
New York, succeeding Harry E. 
Houghton, who has sold his inter- 
est in the background music com- 
pany. Mr. Cowley formerly was 
exec vp in charge of Muzak fran- 
chise operations. 


Retailers know where the money is 
...in Boston 


2,500,000 lines leadership* 


over the second paper 
(1st 10 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BUL 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK * CHICAGO 
PHILADELPHIA « DETROIT « LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


in Boston 


—<" 


TOLEDO is the key / to the sea 


Vo it wow... 


write for your copy of the 
TOLEDO BLADE 

ANNUAL REVIEW 
Issue of Sunday, Dec. 29, 1957 


It takes a lot of pages—a lot of facts 
and figures—a lot of reporting to tell 
the story of what has been happening 
recently in this important Northwestern 
section of Ohio served by The Toledo 
Blade. If you want to be fully and sig- 
nificantly informed on one of America's 
major markets, write now for a copy of 


The Blade's Annual Review. 


| 

| 

| TOLEDO’S NEWSPAPERS 

| are the key la to this 

| great and growing market on the 

St. Lawrence Seaway 

| The daily Blade and Times give you 100% unduplicated coverage 
| of the Toledo metropolitan area and 72% coverage of the entire 
($1,996,423,000 net effective buying power)* 14-county Toledo 
| market. You just can’t begin to open the door on this lush market 
| 
| 


unless you use the proper key—the TOLEDO BLADE and 
TIMES. There are no duplicate keys. 


TOLEDO BLADE Doily ows Suuciny, TOLEDO TIMES Mowing 


REPRESENTEDO 8 


MOLONEY, REGAN & SCHMITT, ine. 


*Sales Management Survey of Buying Power, May 10, 1957 
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“NO OTHER NEWSPAPER CAN COVER THIS IMPORTANT 
NORTHWESTERN INDIANA MARKET . . . YOU MUST 
USE THE LAFAYETTE JOURNAL and COURIER” 

To get our share of the $50,000,000 Food Budget of 
this rich Northwestern Indiana Market we always 
recommend the use of the Lafayette Journal and 
Courier. No other media can do the job for us. 


LAFAYETTE 


WEST LAFAYETTE 
INDIANA 


Indiana's Best 
Balanced Market 


John E. Smith, President 


John E. Smith Co., Food Brokers 
Indianapolis, Indiana 


JOUR 


COURIER 


* Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAWVER-FERGUSON-WALKER COMPANY 
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New York, Dec. 17—Advertising 
will gain in 1958 and business pros- 
pects generally are good. 

That is the prediction of 60 edi- 
tors of publications belonging to 
Associated Business Publications, 
covering 46 different industries. 

Of the editors covered by the 
survey who make definite forecasts 
in their respective fields, 92% pre- 
dict business either will increase 
slightly in ’58 or hold steady as 
compared with ’57. About 70% pre- 
dict increases and 22% predict no 
change. 

The remaining 8% report that 
their fields will not fare as well in 
"58. 


Results of the survey findings 
were released by ABP at a press 
conference and forum last week. 


s Forum chairman was Dr. Dexter 


You may reach the country, but net 
the person, you wish to reach, from 
those listed here. Food Crusade 
package contents and weights vary 
according to the country needs in: 


every 


will put your name on a package of farm 
food to help the needy in other countries 


10 HELPS 10 TIMES AS MANY 


*100 senos a ton oF Foop 


In a world where America’s farm abundance contrasts so sharply 


with hunger in other lands, CARE’s Food Crusade calls to you for 
personal action. 

From its warehouses, the U.S. Government has given CARE 
enough milk powder, corn meal, flour and cheese to help feed millions 
of people every day. With every $1 you give, CARE can pack and 


distribute one package (average, 22 lbs.) to those who need food most. 


Your own name and address, or that of your group, go with each 
package you send — a direct message of friendship from you and our 
country. Each package helps feed four persons every day for a month 


— orphans, refugees, disaster victims, families whose children hurt 
because they’re hungry. By making them feel good, you'll feel good 


yourself. Give as much as you can! 


Send your dollars today 


Join the Food Crusade 


CARE 660 First Ave., New York 16, N. Y. 


Here is my contribution Of $.....ccccccccnn for Food Crusade packages 
to be distributed to the needy in my name. 


(Moke checks payable to CARE, Inc.) 


Zone ere 
(1) CARE to choose the country; or (_) | prefer 


Contributions to CARE's Food Crusade ore income tax-deductible. 


More and Better Advertising in 
‘58 Foreseen by ABP Editorial Forum 


Keezer, chief economist of Mc- 
Graw-Hill Publishing Co. Panelists 
included Walter R. Browder, edi- 
tor, American Builder; Thomas 
H. Creighton, editor, Progressive 
Architecture; Julien Elfenbein, 
chairman, editorial committee, 
Haire Publishing Co.; Edward 
Ford, editor, Motor; Dr. C. E. John- 
son, editor, Chemical Week; Ar- 
thur L. Moore, McGraw-Hill Wash- 
ington news bureau; Archer W. P. 
Trench, publisher, American Metal 
Market, and George H. Weber, 
refining editor, Oil & Gas Journal. 

The business forecast is to be 
an annual project of the editorial 
division of ABP, which reports a 
membership of 167 business papers. 


® Participating editors at the for- 
um predicted advertising gains in 
1958. The consensus was that a 
substantial number of manufac- 
turers and retailers will do more 
advertising and promotion, both in 
business and consumer publica- 
tions, next year, and that more 
critical attention will be given by 
advertisers to media selection and 
copy improvement. 

On the trend in labor costs in 
58, about 77% of the editors in the 
survey forecast a rise in costs, 
about 18% predict little or no 
change, and about 5% anticipate a 
decrease. Close to 60% forecast 
shortages in manpower, the re- 
mainder reporting that the supply 
will increase or remain about the 
same. 


® Forecasts on specific fields in 
the survey include the following: 


Electrical: Industry is set for un- 
precedented expansion in ’58. 


Housewares & home furnishings: 
Bigger year than ’57. 


Plastics: 10% rise in sales. 


Automobiles: Industry expects 6,- 
200,000 new car sales vs. 6,000,- 
000 in ’57. 


Toys: 10% rise in retail sales. 


Food: Up 5% to value of $77 bil- 
lion. 


Home building: Up 5%. 
Home remodeling: Up 10-15%. 


Supermarkets: Sales expected to 
increase as trend to one-stop 
shopping continues. 


— & machinery: Down slight- 
y. 


Industrial air conditioning: Facing 


difficult year with heavy inven- 
tories. 


Railroads: Spotty. Carloadings now 
running 10-12% below ’56. 


= New and sharper merchandising 
techniques are predicted for °58. 
Among predictions made are: 


e More advertising promotion by 
local business. 


e More credit selling. 


e Better packaging, and more 
multi-unit packages. 


e Wider use of pre-assembled 
units in home building. 


e Increase of self-service through- 
out retail field. 


e More identification and promo- 
tion of brand names. # 


Mary Hardin Joins Frank 
Clinton E. Frank Inc., Chicago, 
has appointed Mrs: Mary Hardin 
Roberts to its copy staff as a sen- 
ior writer. Most recently a senior 
copywriter with J. Walter Thomp- 
son Co., New York, Miss Hardin 
also has been with Kenyon & Eck- 
hardt and McCann-Erickson and 


with the Macy and Bamberger 
department stores. 
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Pittsburgh. 


service director of Communications 
Counselors Inc., a McCann-Erick- 
son subsidiary, has joined Reach, 


director of market development|9 in Wesley Memorial Hospital. Wm. J. Hay, Gen. Adv. Mgr. James J. Todd, Mgr. 
and a member of the plans board.|Mrs. McNally wrote a textbook, | Post Office Box 1019 New York Office 
“Reaching Juvenile Markets,” and | Passaic, N.J 18 East 41st Street 


Advertising.” 


Southwest Adman, 


sales promotion manager at Wan- 
amaker’s, New York, and publicity 
director of Frank & Seder, 


Born in Cleveland, Mr. Murphy A Merr y Christmas 
attended St. Ignatius College there 
and later received a master’s de- 
gree in business administration and 
from Harvard University. 

He had served as chairman of 
the sales promotion division of Na- 
tional Retail Dry Goods Assn. For A Happy New Year 
many years he vigorously advocat- 
ed that newspapers should censor ll 
advertisements to bar dishonest toa 
and misleading statements. 


CHARLES E. COE, formerly a client| Ey EVALYN G. McNALLY THE HERALD-NEWS 


Cuicaco, Dec. 17—Eva Evalyn 
Grumbine McNally, 57, former ad- of PASSAIC-CLIFTON, N. J. 
. vertising manager and assistant 
McClinton & Co., New York, as vp,| publisher of Child Life, died Dec. 


o the novels, “Patsy Breaks into Ad- 
Ray Glenn, Pioneer _|vertising” and “Patsy Succeeds in 


in 


Agency Head, Dies 


DALLAs, Dec. 17—Ray K. Glenn, 
64, pioneer southwestern advertis- 
ing executive and president of 
Glenn Advertising, died in a Dallas 
hospital Dec. 8 after a heart attack. 

Mr. Glenn formed one of the first 
advertising agencies in Oklahoma 
in 1925, in Oklahoma City. He ex- 
panded his operation to Dallas in 
1937, moving his agency’s head- 
quarters here in 1939. 

Glenn Advertising now has of- 
fices in Dallas, Fort Worth, San 
Antonio, Houston and El Paso, and 
in Los Angeles. 

A native of Jefferson County, IIL, 
Mr. Glenn entered the advertising 
field shortly after serving in the 
Army during World War I. 

He was one of the organizers 
of the Southwestern Advertising 
Agency Assn. and one of the first 
southwestern members of the 
American Assn. of Advertising 
Agencies. 


HERMAN J. SCHNITTGER 

New York, Dec. 17—Herman J. 
Schnittger, 77, retired president of 
the Shorlane-Benet Co., advertising 
agency, died Dec. 12 at his home in 
Elmhurst, N.Y. 

He started as an office boy for 
the late J. P. Muller, circus adver- 
tising man, who was a friend of 
the Ringling brothers. When Mr. 
Muller died, Mr. Schnittger took 
over the Ringling Bros.-Barnum & 
Bailey account. He handled the 
circus’s advertising in foreign lan- 
guage publications, trade publica- 
tions, magazines and small news- 
papers. Later he handled advertis- 
ing for a number of motion picture 
theaters here. 


PAUL E. MURPHY 

FREEPORT, N. Y., Dec. 17—Paul 
E. Murphy, 59, vp of the Better 
Business Bureau of New York 
City, died Dec. 11 at his home 
here after a long illness. 

Mr. Murphy joined the BBB in 
1954, after more than 30 years in 
retail advertising. From 1929 to 
1952 he was advertising manager 
and then publicity director of 
Frederick Loeser & Co., Brooklyn 
department store. Later, he was 


Marle does it 
FASTER... 


complete mailings, multi- 
graphing. mimeograph- 
ng, addressing, fill-in on 
seiiorenpee letters, 
a ing 
Marie keeps your Mail- 
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— fé sal = oo EE Le from te Wetinetee 
KDKA has reached new heights 
in Pittsburgh ... and we mean the middle of Pittsburgh— 


Allegheny County, that is! 


The latest Metropolitan Pittsburgh PULSE* shows KDKA 
first in 383 out of 496 quarter hours surveyed. That’s 


— — times as good as the figures for the same WESTINGHOUSE ORTON, wa tse 
peri t year! FORT WAYNE, wowo 
_ BR the | ret Pittsburgh yo pel A Bamana BROADCASTING py -= 
ra o. 1 in an ama out 0 quarter THEVISON 
hours..- sco 8.6%! COMPANY, INC. | 232:2°::.. 
Whether you want to reach the heart of Pittsburgh or the CLEVELAND, crw.tv 
equally rich market that surrounds it, these figures prove Q aeaiapeadbies 

that DKA is the one sure way to do it effectively at low © Sewementweny 

cost. For availabilities, call Don Trageser, A ener WAC easlom sopesaed by 
Manager (EXpress 1 -3000, Pittsburgh), or your PGW pital aa at 
“Colonel”. ; 
In Pittsburgh, no selling compaign 

i complete withou he KDEKA Radio 


50,000 watts Clear Channel 
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Earle Ludgin Boosts Two : 
Earle Ludgin & Co., Chicago, has 
appointed R. A. Phelps, formerly 
vp and space media director, vp 
and director of market develop- 
ment, a new post which will deal 
with collecting, analyzing and pre- 
senting marketing data affecting 
clients. Lowell Helman, with the 


agency for some years in media 
analysis and planning, has been 
advanced to space media director. 


You REALLY know 
a magazine when 
an APR member 
presents the facts! 


‘ileh 


hes 73 
members serving 301 


Association of 
Publisher's Representatives 


70 East 45 St., New York 17, N. Y. 


" publications 


(Continued from Page 1) 
the club early in January. 

Frank Batten, publisher of the 
Norfolk Virginian-Pilot and Ledg- 
er-Dispatch Star, issued a state- 
ment reporting that newspapers 
pay every tax that other businesses 
pay, except the license tax. He 
said license taxes against newspa- 
pers were prohibited by the state 
consitution in order to protect free- 
dom of the press, and to prevent 
any possibility that newspapers 
might be punished for reporting 
news or expressing their views. 


s Among taxes which newspapers 
pay, he said, are the city real es- 
tate taxes; the city tax on machin- 
ery; state income tax; capital tax- 
es on furniture, fixtures, personal 
property and accounts receivable; 
license taxes on cars and trucks; 
and gasoline taxes. 


The ad tax is among 16 pro- 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


...FOR AS LOW AS $5 PER WEEK 


Amazing, but true — you cando it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 
authority to buy or sell immediately as they 
see fit. Your ad gets fast action. Try it. 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Clesing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


1___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Virginia Asked to End 
Media Tax Exemption 


posals which the city is submitting 
for action by the legislature when 
it meets next month. While city of- 
ficials say the tax would amount 
to 0.3%, opponents say there is no 
assurance it would be held to that 
level. 


s At a meeting of the city council 
last week, Mayor Duckworth said, 
“I don’t think newspapers should 
go scot free on this. Other busi- 
nesses have to pay, and if the pub- 
lic realized it, I don’t think they 
would stand for it.” 

In the city council today the 
mayor said there was no punitive 
intent in proposing to apply the 
license to newspapers and radio-tv 
stations. He said, “They are in fact 
selling advertising, and they should 
be required to pay the tax like 
other businesses. 

“In fact, advertising sales have 
become such a business that I be- 
lieve an average of less than 40% 
of the space in a day’s issue of the 
newspaper is reserved for news, 
while more than 60% of the space 
is for advertising.” + 


Baltimore Asks 
Court to Dismiss 
Ad Tax Complaints 


BALTIMORE, Dec. 18—The mayor, 
city treasurer and city council, de- 
fendants in suits filed by Balti- 
more media and advertisers against 
the city’s advertising tax ordi- 
nances, have filed answers in cir- 
cuit court maintaining that the 
new taxes are both valid and con- 
stitutional. 

Ten of the 14 suits seeking a de- 
claratory judgment and injunction 
against the advertising tax ordi- 
nances were formally answered by 
the city, and answers to the re- 
maining suits are due no later than 
Dec. 28. 

No date has been set for trial of 
the case in circuit court. 


s In denying allegations raised by 
the plaintiffs against the ordi- 
nances, the city asserted: 

1. The tax does not arbitrarily 
and unreasonably select for special 
taxation newspapers, radio and 
television stations and _ other 
means of communication. 

2. It does not subject media to 
the unlawful authority of the may- 
or and city council. 

3. It does not impose discrimi- 
natory burdens which would im- 
pede and curtail the gathering and 
dissemination of news. 

4. It does not place certain seg- 
ments of business in an unequal 
competitive position. 

5. It does not select certain me- 
dia of communication as the sub- 
ject of taxation. 


# Answering the constitutional is- 
sues in separate paragraphs, the 
city contends that the tax: 

1. Does not deprive the plain- 
tiffs of free speech, in violation of 
the First Amendment of the Con- 
stitution and the Maryland Declar- 
ation of Rights. 

2. Is not discriminatory and ar- 
bitrary and does not deprive the 


federal or state laws. 

3. Is not arbitrary, oppressive, 
vague, indefinite or without proper 
standards or guides. 

4. Does not impose an unlawful 
|}or undue burden on the free flow 
|of commerce among the states. 
| §. Is not beyond the taxing pow- 
|er of the mayor and city council of 
| Baltimore. 

\s The city asked for dismissal of 
'the ad tax suits, arguing that the 
|replies prove there is no legal 


plaintiff of equal protection under | 


Advertising Age, December 23, 1957 


ground for a declaratory judgment 
or injunction. 


RETAIL GROUP, WWIN, 
DONNELLY JOIN SUIT 

BALTrmMor_E, Dec. 17—16 of Balti- 
more’s leading retail stores; Don- 
nelly Advertising Corp., which 
maintains some 1,600 outdoor 
boards, and Radio Station WWIN 
have added their names to circuit 
court dockets seeking an injunc- 
tion against imposition of the ad- 
vertising tax ordinances. 

The first retailers to enter the 
pending legal battle, the mer- 
chants contend in a joint suit that 
the 4% sales tax on advertisers for 
all ads placed in local media is in- 
valid. In a bill of complaint pre- 
pared by attorneys William R. 
Marbury, Charles C. G. Evans and 
Franklin G. Allen, the retail store 
operators ask for relief against the 
taxing provisions in the ordi- 
nances, pointing out that they 
spent $5,400,000 in 1956 for adver- 
tising and are dependent upon 
such advertising in the conduct of 
their business. 


® The suit says added expense 
burdens imposed by the new tax, 
which is to take effect Jan. 1, 
would divert this advertising ex- 
penditure to non-taxahle forms of 
advertising and force the stores to 
make substantial cuts in their ad- 
vertising budgets. 

The 16 retailers participating in 
the joint suit are: Hutzler Bros. 
Co.; Lane, Bryant Inc; Levenson & 
Klein; May Department Stores Co.; 
Montgomery Ward & Co.; Rosen- 
thals Inc.; Sears, Roebuck & Co.; 
Stieff Co.; Stewart & Co.; Brager 
Eisenberg Inc.; Gomprecht & Ben- 
esch; Julius Gutman & Co.; Isaac 
Hamburger & Sons; Hecht Co.; 
N. Hess’ Sons, and Hochschild 
Kohn Co. 


® Donnelly, filing a separate suit 
through attorneys Frank B. Ober 
and Alexander Harvey II, con- 
tends that the special taxation 
against billboards is discrimina- 
tory, because some outdoor signs 
escape the tax. 

According to the outdoor adver- 
tising company’s bill of complaint, 
those signs privately owned, and 
for which advertising is not sold, 
are not subject to city taxation. 
The plaintiff refers to outdoor 
signs appearing on residential and 
commercial buildings throughout 
the city. Advertisers contract space 


for outdoor ads through special 
lease agreements with the indivi- 
dual owners of the properties. 

Radio station WWIN cites the 
same complaints against the ad- 
vertising tax ordinances as were 
listed in suits brought recently by 
other media. 


= Court dockets have now record- 
ed’ a total of 14 suits filed by 29 
Baltimore media and advertisers 
contesting the validity and consti- 
tutionality of the tax ordinances. 
Meanwhile, the National Indus- 
trial Advertisers Assn. has joined 
the protest against the ad tax. The 
association’s executive committee 
says the tax would have a crippling 
effect on the advertising business 
and on its suppliers who depend on 
advertising for their income. 


ST. LOUIS AD TAX 
MOVE EXPECTED JAN. 10 

Sr. Louis, Dec. 20—Alderman 
Alfred I. Harris has announced he 
will introduce his ad tax proposal 
to the board of aldermen here at 
its Jan. 10 meeting. 

He says the proposed tax would 
levy a 4% sales tax on advertisers 
and a 2% gross receipts tax on ad- 
vertising media. 

Alderman Harris originally in- 
dicated his intent to propose such a 
tax several weeks ago (AA, Dec. 2) 
but has thus far failed to do so 
(AA, Dec. 9, 16). + 


L. A. Council Boosts Pay TV 
The Los Angeles city council has 
approved ordinances. validating 
closed circuit tv franchises for two 
pay-as-you-see companies, Skia- 


tron TV Inc. and Fox West Coast 
Telemeter Corp. Opponents of the 
council’s action indicate they may 
petition for a referendum to submit 
the franchise approval question to 
the voters. 


Chauncey 
does 


at! 
See page 50 


implify your purchase of engravings 
for letterpress and gravure 
assure maximum reproductive quality) 
.. by ordering from one source: 
America’s finest photoengraving plant. 


. (and 


COLLINS, MILLER & HUTCHINGS, INC. 


letterpress © gravure 
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" Give Hiluday Plowaas 


from your Athed Flame Member 


: 
r 


TENDER TOUCH—This four-color page 
in the Dec. 18 Chicago Tribune 
started the Allied Florists Assn. 
of Illinois Christmas flower ad 
drive. The same ad (in two colors) 
in the Chicago Sun-Times and 150- 
to 290-line b&w ads in 200 other 
Illinois papers also are slated. Er- 


Week Ending 
win Wasey, Ruthrauff & Ryan is pare sf —. oe “. - 
the agency. 
UNITED STATES ................... 18  —5 
Boston District ecco. —Ql —1 
‘Washington Post) “Boston on i. 4 
| Downtown Boston ..... —23 — 5 
Wants to Add TV Subarten Broten — +8 
PITIDTIG BC onccccccceeecees _ 
. . GS ~ scrtkenicsemaineiinindaenete —22 —2 
Outlet in Birmingham iwc" ao oe 
WASHINGTON, Dec. 17—The Springfield ............. 0 
Washington Post broadcast divi- | New York District . =«¥ 
sion told the Federal Communica-| “{ctropolitan Areas 
tions Commission last week that New York-N.E 
it would like to bring a third vhf NOW JOrsey .cc.cccccseecscersee r2i —s6 
television service to Birmingham, nag a seseennnsnonnenneennnanees wai — 
Ala., if the commission will shift) Rochester At ey 
Channel 8 from Selma to Birming- a aS ~~ =< 
ham. elphia District ............ — — 
The Post proposal was submit-| “wy,chouran Areas _ 
ted as an FCC examiner consid- Trenton .......... —14 
ered a plan to move the channel Lancaster —10 
to a location which would cover} mane a 
Montgomery. DORIAII.. siinsesinntiiinsttinaioii 0 
In its petition the Post said Bir- Wiikes-Barre—Hazleton . —18 — 6 
mingham is the 27th largest market ee hoe sosnnnaneneeccenae a 7 
in the country. “Unless Channel 8| “Yoxineton soon Lee 
is reassigned, Birmingham may EE. nakinnagiedibinnienk —3 -—8 
well be the largest metropolitan Pw ee ees | 
area in the U.S. without city grade pone rom => - > 
television service from at least Dewntewn Geveland a oe 
three tv stations,” the petition said. UI coicincinnsitccccsstinn —s —6 
Currently the Post has tv prop- —— sesseneneeesenee F 
erties in Washington and in Jack-| yo” = 
nville, Fla. # ee ea 
— - Wheeline-Steubenville ~~. —l4 —8 
21 New Members Elected to maine Bess -. aihal at r—23 11 
Audit Bureau of Circulations a ieee et pekey 
Two advertisers, three agencies Baltimore ...... SE 
and one agency branch are among Downtown Baltimore .. —29 —25 
21 new members of the Audit Bu- A... acres ha, is : 
reau of Circulations. They bring! Metropolitan Areas 
ABC’s buyer division membership Birmingham ween —19 —U 
up to 1,059. The advertisers are Old oo = soseeannannseescecs = “e. 
Fashioned Rubber Bands, Anthony,/ Miami... P1910 
Kan., and Maple Leaf-Purity Mills Miami City . 8 8 64+8 
Ltd., Toronto, Ont. Atlanta oF. + ; 
The agencies are Brady Co., Ap-| {usvels. | pe 
pleton, Wis.; Thomas V. Hodges, Knoxville . uit aie 
Bryn Mawr, Pa.; Lynch, Hart & TD ceocctastnntnctineeeneill oe oe 
Stockton Advertising Co., St. Louis, r= ~- 
and the Pittsburgh office of Mar-| cnicago District... r—28 
steller, Rickard, Gebhardt & Reed.| Metropolitan Areas 
Also new on ABC’s membership CHICAGO oo... coeveeeee a 
roster are seven weekly and four a oe “= 
daily newspapers and four other Wink —22 
publications. St. Louls District —21 
Metropolitan Areas - 
Printers to Honor Truman eae. —22 
Harry S. Truman will receive Sremnate sesenaneeensue = 
the 1958 Franklin award for dis- Shine Cate 1 até 
tinguished service Jan. 14 present-| Metropolitan Areas 
ed annually by the New York Em- Mpls.-St. Paul ....... . —14 
ploying Printers Assn. at a dinner | -¥ Suburbs . = 
to be sponsored by 65 organiza-| gic. a ees iT 
tions in the advertising, publish-| Dututh-Superior ~ § 
ing and printing industries. Pre-| Kansas City District ............. —1i8 
vious recipients of the award were| Metropolitan Areas 
President Eisenhower, Bruce Bar- ana 
ton, chairman of Batten, Barton Wichita 
Durstine & Osborn; Thomas E. a. Soe i es ~ 
Dewey, former governor of New RAGUITGU  nroneccoeeveernsnnnen — 
York; Henry R. Luce, of Time Inc.; Saree: ined! ana ae ~ 
Paul G. Hoffman, former chairman) Cities 
of the Committee for Economic} Joplin = 
Development, and Gen. Walter| piammy,ci 48 
Bedell Smith. ‘ Metropolitan Areas 


|Department Store Sales... 


mam Sales Rise 1% in Dec. 14 Week __ 


WaAsHINGTON, Dec. 19—Depart- 
ment store sales across the U.S. 
jin the week ending Dec. 14 rose 
11% above sales of the comparable 
|)week of 1956, the Federal Reserve 
|Board reported today. 
| For the four weeks ending that 
date, sales ran 4% behind and for 
the year to that date they were 1% 
ahead. 

Of the 12 FRB districts, four re- 
ported sales running behind last 
year. They are St. Louis, 1%; Kan- 
sas City, 1%; Dallas, 4%, and San 
Francisco, 3%. Chicago reported no 
change. The remaining districts re- 
ported gains as follows: Boston, 
7%; New York, 4%; Philadelphia, 
9%; Cleveland, 5%; Richmond, 
8%; Atlanta, 6%; Minneapolis, 4%. 

Detailed breakdown of these 
sales by districts will be available 
next week for the week ending 
Dec. 14. For the prior two weeks 
sales broke down as follows: 


% Change from ‘56 


|DMAA Names Legal Counsel 


Department Store 
Sales Barometer - 


Change from 1956 


Week Ended 
Dec. 14, ‘57 


#1% 


Jan. 1, ‘57 to 


+} % 


r —Revised. 
* —Comparisons are affected by the fact 


**—Data not available. 


Peoria Newspaper Offers 
Frequency, Bulk Discounts 


Journal Star will offer frequency 
and bulk discounts to advertisers. 
Currently, the morning, evening 
and Sunday editions of the news- 
paper have a flat line rate of 35¢. 


ture, bulk space rates will reduce 
from 37¢ a line for 10,000 lines 
during 12 months to 35¢ a line for 
50,000 lines during 12 months. Fre- 
quency discounts will bring the 
per line cost from 37¢ to 34¢ in var- 
ious categories. 


Piltz Retiring from Ryerson 


manager and 37-year ad depart- 
ment veteran with Joseph T. Ryer- 
son & Son, Chicago, will retire Jan. 
1. During his career with the steel 
company he served as catalog edi- 
tor, mailing list supervisor and 
purchaser of ad department sup- 
plies. 


Burgess Cellulose to Hartman 


port, Ill., has appointed George H. 
Hartman Co., Chicago, to handle 
its advertising. 


makes cellulose sponges. Clinton 
E. Frank Inc. formerly handled the 
account. 


Dec. 14, ‘57 
SAAAMARIRN G8» 0.07) cpotaone 
0 ae eee +1 
El Paso ............ —6 
Fort Worth . —3 
Houston ............ —10 
San Antonio —1 
San Francisco District ...... —18 — 8 
Metropolitan Areas 
Los Angeles-Long Beach —15 —13 
Downtown Los Angeles —15 —22 


Westside Los Angeles .... 
Sacramento 
San Diego ......... seansiiiebidi 
San Francisco-Oakland . 
San Francisco City 
Oakland . 

Portland 
Salt Lake Cit 
SED. stecemseumasin 
Spokane on 
Tacoma 


that Thanksgiving Day is one week 
later this year than last. 


Effective March 1, the Peoria 


According to the new rate struc- 


J. Harold Piltz, sales analysis 


Burgess Cellulose Corp., Free- 


The company 


The Direct Mail Advertising 


member of the Senate Post Office | 
committee, will provide counsel 
and assistance to DMAA’s legisla- 
tive cormmittee, to the New York 
headquarters office of DMAA and} 
to individual association mem-| 


425 Advertising Adds One 

M. & W. Thomas Corp., New | 
York, cotton textile manufacturer, | 
has appointed 425 Advertising As- 
sociates, New York, to handle it 
advertising. Leonard Stein Adver- 
tising is the previous agency o 
record. 
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Manischewitz Names Green 

Harold Green, formerly market- 
Assn. has appo’nted Robert W.|ing manager of Caivert Distillers, 
Johnson, attorney, its Washington | has been named director of adver- 
consultant. The post was created |tising and public relations of B. 
because of DMAA’s increasing |Manischewitz Co., Newark. He 
Washington activity. Mr. Johnson, | succeeds I. C. Pomerantz, who has 
former chief counsel and _ staff) *esigned. 


bers. : 
| Excess 


t 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 

FORE it hoppens, get our unique 

INSURANCE Policy 


an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
4, GORRORATION =~ 
21 W. Ten . Kansas City, Mo. 


175 100 


Jackson St 


CALMIE 


Meenas — tes 
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WHDH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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WGN.-TV Cuts Movie 
Ad Volume to Soothe 
Irritated Viewers 


Cuicaco, Dec. 18—WGN-TV has 
announced it is reducing by about 
one-third the amount of commer- 


cia] time (.ence number of inter- 

ruptions) i its feature films spon- 

sored on « participation basis. 
Until! new the station, which 


‘hc ee such films a week, has 
been .elling one minute of com- 
mercial time for every five minutes 
of feature, which is the maximum 
allowable under the National Assn. 
of Radio & Television Broadcasters 
code for such films. 

Effective Dec. 19, however, the 
station will sell only one minute 
of commercial time for every 7% 
minutes of feature. Purpose of the 
ad volume reduction is to reduce 
the number of interruptions in the 
feature films, about which the sta- 


runs 


Che Zl Paso Times 
An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 
A ess Newspaper 


OVER 96,000 DAILY 


tion says it has received a number 
of complaints. 


® According to Ward L. Quaal, vp 
and general manager of WGN, the 
NARTB ad ratio code for partici- 
pation sponsorship programs was 
set up mostly with variety or oth- 
er relatively short programs in 
mind. The popularity of feature 
films sponsored on a participating 
basis, he said, just wasn’t envi- 
sioned at that time. 

“The formula of one commercial 
announcement for every five min- 
utes of programming ... is very 
practical within the framework of 
a live participation feature, such 
as a cooking school or a variety 
show, but it is impractical in a 
feature film because of the fre- 
quent interruptions of the story 
line,” Mr Quaal explained. 

Whereas the station used to cut 
into films sometimes as frequently 
as every six or eight minutes, Mr. 
Quaal said that “as a result of the 
station’s new policy, commercial 
breaks will be determined by the 
story line, at approximately 15- 
minute intervals.” + 


Gannett Estate Bequeathed 
to Kin, Foundation 

Publisher Frank E. Gannett be- 
queathed the bulk of a personal 
estate estimated at $3,000,000 to 
his widow, relatives and to the 
Gannett Foundation. Mr. Gannett 
died Dec. 3 (AA, Dec. 9). His will 
was filed for probate Dec. 9. 

The Gannett Foundation, cre- 
ated by Mr. Gannett in 1935, had 
received two-thirds of his holdings 
in Class A common stock in Gan- 
nett Co. prior to his death. The 
company operates the 22 Gannett 
newspapers, five radio stations and 
three tv stations. 


Sutton Appoints Tope 

Sutton Publishing Co., White 
Plains, N. Y., has appointed C. F. 
(Dick) Tope an advertising repre- 
sentative in Arizona and Colorado 
for Electrical Equipment, Elec- 
tronic Equipment and Contractors’ 
Electrical Equipment. 


Dennis Joins U.S. Agency 

Frank L. Dennis, veteran news- 
paper man, has been named direc- 
tor of public information of the 
U.S. Information Agency, Wash- 
ington. 


—— 


For 3 Straight Years 
The TOLEDO BLADE 
Has Topped All Ohio 
Newspapers in 
GROCERY LINEAGE 


REPRESENTED BY: Moloney, Regan and Schmitt, Inc. 
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WEASEL WORDS—This full-page advertisement appearing in Newark 
is characterized by an AA reader as containing a greater variety 
of weasel words than any advertisement he has ever seen in con- 
nection with costs and prices. Of eight prices prominently featured, 
four are not prices at all, but alleged savings, being preceded by 
“save up to” or similar words. Each of the other four is preceded 
by “as little as,” “from,” “our low costs start at,” etc. While not 
deceptive on careful reading, this is a form of “typographic decep- 
tion” which tends to weaken confidence in all advertising. 


Exquisite Form Bras 
Discriminated in 
Ad Allowances: FTC 


WASHINGTON, Dec. 17—The Fed- 
eral Trade Commission charged 
last week that Exquisite Form 
Brassieres Inc., New York, oper- 
ates a promotion allowance plan 
which discriminates against some 
of its customers. 

The commission said terms of 
the co-op allowances are arranged 
so that some customers are un- 
able to take advantage of the plan. 
In addition, it said, the company 
has not offered allowances to all 
customers. 


# Until January, 1956, FTC said, 
the company paid some retailers 
pert of the cost of 400-line news- 
paper ads devoted exclusively to 
its products, but did not inform all 
customers of the arrangement. 


More recently, FTC said, cus- 
tomers have been given credit for 
participating in ads of 200 lines or 
more in newspapers listed in 
Standard Rate & Data. FTC says 
this arrangement still prevents 
some customers from obtaining as- 
sistance. + 


Penfold Appoints Kampmann 

Penfold Golf Balls Inc., British 
golf ball manufacturer with sales 
offices in Philadelphia, has ap- 
pointed Robert S. Kampmann Jr. 
Advertising, Philadelphia, to han- 
dle its U. S. advertising, effective 
immediately. 


Goodman Joins Franz 

Herschell Goodman has joined 
Alex T. Franz Inc., Chicago, as 
creative director and a member of 
the plans board. Mr. Goodman 
formerly was on the copy staff of 
Leo Burnett Co. and before that 
was copy chief of Waldie & Briggs. 
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Norman, Craig Sets 
Unit to Correlate 
Time, Space Buying 


New York, Dec. 17—Norman, 
Craig & Kummei has set up a cor- 
porate media planning and analy- 
sis department, to be headed by 
Dan Potter, formerly director of 
broadcast media. 

Mr. Potter said his new depart- 
ment’s chief responsibility will be 
to try to forecast tomorrow’s ad- 
vertising values in print and broad- 
casting. 

He told ApvERTISING AGE that the 
necessity for such long-range plan- 
ning has arisen out of the huge 
expenditures involved in tv ad- 
vertising, where an advertiser who 
makes a wrong move “can kick 
$500,000 right out the window.” 
He emphasized that long-range 
planning has been made more fea- 
sible by the “softening” tv market, 
with a choice of good network time 
spots beginning to open up. 

Mr. Potter also indicated that the 
setting up of the new department 
is the first step toward correlating 
broadcast and print buying. 

Coincident with Mr. Potter’s pro- 
motion, Gladys York was advanced 
to chief time buyer for the agen- 
cy. # 


Botsford Adds Skyway, 
McKale’s; Names Two 

Botsford, Cénstantine & Gard- 
ner, San Francisco, which has 
been named to handle advertising 
for Skyway Luggage Co., Seattle, 
has appointed Elizabeth Eyerly, 
exec vp in New York, to supervise 
the account. Skyway, which last 
year billed about $70,000, moves 
from Carvel Nelson & Powell, 
Portland, where it had been since 
February, this year. BC&G han- 
dled it from 1954 to 1956. 

Botsford, Constantine also has 
been named to handle advertising 
for McKale’s Service Stations, a 
chain of 44 outlets in San Francis- 
co, Portland and Seattle. J. Wil- 
liam Sheets Advertising formerly 
handled McKale’s. BC&G has ap- 
pointed Stanley Dann assistant art 
director and Marjorie Klaersch a 
copywriter in its San Francisco 
creative department. Mr. Dann for- 
merly was with Stiller, Rouse & 
Hunt; Miss Klaersch was a copy- 
writer at R. H. Macy & Co. 


Bodenhamer to Bishopric 
William S. Bodenhamer, former- 
ly an assistant art director of ew- 
is Edwin Ryan, Washington, has 
been named an art director of 
Bishopric/Green/Fielden, Miami. 
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Advertising Age, December 23, 1957 


Consensus: Ad Budgets 


to Rise Slightly in ‘58 


(Continued from Page 1) 
billings will be up next year. Cli- 
ents will be opening so many new 
markets and bringing out so many 
new products, it couldn’t very well 
be otherwise.” 


Marion Harper, McCann-Erick- 
son: The general picture for 1958 
seems to be “about the same as 
1957.” He added, however, that 
“the majority of our clients” have 
increased their budgets, and he 
expects McCann’s ’58 billings to be 
up slightly. 


F. Strother Cary, Leo Burnett 
Co.: New budgets are about the 
same as '57. “Of course, the picture 
in packaged goods can change 
overnight,” he said, “because they 
are in highly competitive situa- 
tions.” 


Maurice Needham, Needham, 
Louis & Brorby: Budgets for '58 
are shaping up “very well,” he 
said. “Our billings for 1957 will be 
about $33,000,000, and for 1958 we 
expect to hit about $37,000,000.” 
Almost all clients are planning 
larger budgets, he added. 


Henry G. Little, Campbell- 
Ewald Co.: Budgets are “about 
right on the nose with ’57,” he said, 
and added that he noticed no hesi- 
tation among clients to firm up 
their budget plans. 


Fairfax Cone, Foote, Cone & 
Belding: “Product for product, the 
new budgets are holding their own, 
with new products accounting for 
increases.” 


Lawrence Valenstein, Grey Ad- 
vertising Agency: There is “abso- 
lutely no evidence today of any 
shrinkage” in clients’ budgets, he 
said. Grey clients, when asked 
about 1958 business prospects, say 


business will be up, although they | 


also say that the gross national 
product will be down, Mr. Valen- 
stein reported. “If enough clients 
feel the way ours do, there won't 
be any depression,” he added. 


Adolph Toigo, Lennen & Newell: 
Of 32 products in his shop, budgets 
are up for all but one. He pointed 
out, however, that L&N is primar- 
ily in the packaged goods business. 
“I can see where some industries 
might be hit,” he said. “The prob- 
lem is that total volume is up, but 
profits are down.” 


Young & Rubicam: Some clients 
have cut their budgets; others plan 
to spend more. In general, pros- 
pects for 1958 seem to be either 
“about the same as 1957” or “a 
little bit up.” 


R. E. Allen, Fuller & Smith & 
Ross: Indications for °58 are that 
about 60% of the agency’s clients 
will increase their advertising 
budgets; about 25% will maintain 
their present level of ad spending; 
and about 15% will operate on re- 
duced budgets. Of the latter 15%, 
Mr. Allen said, the over-all reduc- 
tion will not exceed 10%. 


John R. MacManus, MacManus, 
John & Adams: Outlook for '58 is 
“very good,” with most budgets 
on par with 1957. Some budgets 
are not in yet, he said, but he in- 
dicated this is not unusual. 


Raymond Mithun, Campbell- 
Mithun: The forecast is for the 
agency to do 14-15% better in ’58, 
compared with a 13% increase this 
year over 1956. Most companies 
plan larger budgets, with only a 
building client cutting back, he 
said. He noted that “our more in- 
telligent clients don’t plan the 
whole year any more without 
checking every month or every 
quarter.” 

Cc. J. Rudesill, D. P. Brother & 
Co.: “Everyone says a mild reces- 
sion is due, but our clients seem 


to be looking for a better sales 
year.” Budgets are higher for most 
clients, he said, notabiy among the 
larger companies. 


Lou R. Maxon, Maxon Inc.: Said 
he has experienced no curtailment 
of client budgets thus far, with 
some small increases planned by 
larger accounts. “I was a little ap- 
prehensive myself,” he said, “but 
I’m very pleased with the budget 
picture now. There hasn’t been any 
hesitancy to plan budgets. In fact, 
there seemed to be more pressure 
to get the budgets in early.” 


Fred Adams, G. M. Basford Co.: 
Although budgets for 1958 have 
been slow in shaping up, they are 
now pretty well in, he said. Pre- 
liminary estimates indicate that 
1958 budgets for Basford clients 
will approximate 1957’s total. 
Some budgets will be slightly 
ahead of °57, after allowing for 
media rate increases, he said. 


Ralph Newman, Benton & 
Bowles: “Looks like about the 
same for ’58 as for ’57. I can fore- 
see no cut on the basis of figures 
I’ve seen so far. If anything, it 
looks to be slightly better for ’58.” 


Ted Bates & Co.: 1958 client 
budgets will be higher than 1957, 
and the agency says it is looking 
forward to an even better year 
than this one. 


Christopher Cross, Grant Ad- 
vertising: The agency looks for a 
general level of business on par 
with 1957, and possibly some in- 
creases. “Some of our clients are 
adopting a wait-and-see attitude, 
with possibly some hesitancy noted 
in preparing budgets.” 


Zlowe Co.: About one-third of 
the budgets will be the same as in 
1957; about 15% will go down; the 
rest will increase. The companies 
trimming their budgets are doing 
so more as a result of the prevail- 
ing air of conservatism, rather than 
because of an actual business de- 
cline, a spokesman said. These 
companies expect to review their 
budgets in a few months with a 
view to reinstating the cuts if sales 
should surpass their gloomy out- 
look, he said. 


W. F. Maugham, Dancer-Fitzger- 
ald-Sample: 1958 billings should 
at least equal 1957. “I’m not cast- 
ing any gloom on the situation,” 
he said. “We’re not pessimistic.” 


J. M. Hickerson, J. M. Hickerson 
Inc.: Clients are somewhat slower 
this year in making up their ad- 
vertising budgets. Those that have 
come through, he said, average 
about the same as 1957, and in 
some instances better. New ac- 
counts and additional advertising 
by some clients should make the 
agency’s 1958 billings higher, he 
added. 


Barton A. Cummings, Compton 
Advertising: Budgets will be up an 
estimated 5%-6%. “No one has 
pulled the rug on us yet,” he said. 


Monroe Greenthal, Monroe 
Greenthal Co.: “Maybe we’ll know 
there’s a depression in six months, 
but right now we’re riding high.” 
He said United Artists would have 
an $8,000,000 over-all budget for 
the 18 months beginning Jan. 1, 
“their largest ever for such a peri- 
od.” Previous high for a like period 
was $5,000,000, he said. Also up 
are Walt Disney and RKO, he said, 
adding that Disney is releasing 
several big films, including “Sleep- 
ing Beauty,” and RKO made New 
York City’s Palace a first-run 
house, thereby boosting RKO’s 
budget by some $400,000, he said. 
Cinerama was expected to budget 


about the same in ’58 as in '57, he 


‘added. 


Paul Gaynor, Gaynor & Ducas: 
The agency expects billings to be 
about 15% higher this year. “We’re 
bullish,” he added. 


Donald P. Nathanson, North Ad- 
vertising: “Generally, clients are 
moving ahead with expansion 
plans and new products.” He said 
hard goods is one field that may 
face cutbacks. 


Peter Hilton, Hilton & Riggio: 
“I would say off the cuff they 
[budgets] are generally on the up 
side. A couple are not firm yet.” 


Daniel S. Karsch, Daniel & 
Charles: 1958 client budgets “by 
and large are the same,” with two 
clients approving “substantial in- 
creases.” One client cut his 1958 
budget, Mr. Karsch said, but add- 
ed, “This minor decrease was not 
necessarily a reflection of bad bus- 
iness.” 


William A. Marsteller, Mar- 
steller, Rickard, Gebhardt & Reed: 
“The picture is very spotty, with 
budgets from most of our clients 
coming later than was true in the 
last four or five years. Far more 
of our clients’ budgets are going 
down than up. Our projected 
billings will be a little better, due 
to 14 new accounts. It’s like run- 
ning fast to stay in the same place. 

“Our industrial advertisers fee] 
advertising doesn’t stimulate de- 
mand if nothing is going ahead; 
manufacturers of road-building 
equipment are a good example. 
Our agricultural clients and finan- 
cial and service clients have in- 
dicated no softening, but consumer 
durable goods field is down some- 
what. 

“Three fourths of our industrial 
clients expect a poorer year. Only 
six of our clients increased budgets 
materially. For the first time, a 
few clients are budgeting only 
six months ahead, hoping for an 
upturn in the last half of ’58.” 


Walter Ayers, Brooke, Smith, 
French & Dorrance: “I think by 
and large [budgets] will be up. 
Budgets are flexible, of course, 
but what I have seen in New York 
and Detroit makes me think they’ll 
be at least as much and higher in 
general.” He said many appropri- 
ations still need final approval, but 
“let’s face it,” things cost more, 
and companies realize they have to 
put out more to meet competition. 


= Several agency heads who 
wished to remain anonymous made 
the following observations: 


Industrial agency head: “Things 
are shaping up surprisingly well 
for 58, though it is hard to foresee 
what the picture will look like in 
July.” Some clients who did poor- 
ly in the last two years expect to 
improve in 1958, he said. 


Consumer agency head: “Budgets 
are up a little—perhaps 2% or 3%. 
Part of this is due to rising costs, 
of course.” 


Consumer agency head: Budgets 
look “fine” for next year. “As far 
as our clients are concerned, the 
tendency is upward.” # 


BBDO Gets Sheatfer Pen 


W. A. Sheaffer Pen Co. has 
awarded its national advertising to 
Batten, Barton, Durstine & Osborn, 
as indicated in ApvertisInc AGE 
last week (Dec. 16). BBDO, which 
has handled Sheaffer ball point 
advertising since August, replaces 
Keyes, Madden & Jones as the 
company’s national agency. Keyes, 
Madden retains Sheaffer’s cooper- 
ative advertising program. 


Waldie & Briggs Adds Bennett 

Bennett Industries Inc., Peotone, 
Ill., manufacturer of steel contain- 
ers and structural steel fabrica- 
tions, has appointed Waldie & 
Briggs, Chicago, to handle its ad- 
vertising, promotion and public re- 
lations, The company has not had 
an agency in recent years. 


ROBERT E. SESSIONS, co-founder of 
Alderson & Sessions, Philadelphia 
management consultant, will join 
Mead Johnson & Co., Evansville, 
Ind., as exec vp Jan. 2, a new post. 
He and Harold O. McCutchan, exec 
vp since 1955, will be the two top 
officers under the president. 


ARF Audience 
Study Now Up 
to Publishers 


(Continued from Page 1) 

the suggestions of the publishers, 
the plan and the related data will 
be referred to the MPA and other 
interested publishers for considera- 
tion and recommendations thereon, 
and the board will await their re- 
plies.” ; 

The ARF plan is to survey in 
one study the audiences of the 34 
leading consumer magazines. Since 
its announcement last summer, this 
plan has been notable for the lack 
of enthusiasm it has stirred up 
among the publishers, who are 
ticketed for 75% of the estimated 
cost of $800,000. 

Time Inc. dealt the project its 
severest blow by announcing last 
month, on the eve of the ARF an- 
nual conference, that it would def- 
initely not participate because the 
study would turn up little that 
is new on audiences of the large 
magazines and would be injurious 
to the small magazines. 


MPA ASSIGNED ONLY 
GENERAL STUDY: CARR 

New York, Dec. 20—William B. 
Carr, advertising vp of McCall’s, 
told Apvertistnc AcE today that it 
is not the ARF magazine study 
that has been referred to the MPA 
but merely the general subject of 
“research in the magazine field.” 

Mr. Carr is a member of the ARF 
board of directors and chairman of 
the Magazine Advertising Bureau 
committee of the MPA. 

Mr. Carr said that at yesterday’s 
board meeting ARF decided to 
send a letter to the MPA asking it 
“to take up this subject of re- 
search—not the specific proposai” 
previously made by the foundation. 

Mr. Carr pointed out that this 
raises problems for the MAB, in 
view of the anti-trust question. 
“We don’t know if we can legally 
do it,” he said. 

He reported that yesterday’s 
meetings were devoid of acrimony 
and said there is now a great de- 
gree of harmony in the magazine 
industry on this question. 


@ Mr. Carr emphasized, however, 
that it is not proper to consider 
magazines as one field. Newspa- 
pers are similar to each other, he 
said, but the only similarity among 
magazines is that they are all 
printed on paper. # 


Byrne Heads Esty Media 

Mark Byrne, vp of William Esty 
Co., New York, has been appointed 
director of media. He succeeds John 
Peace, who in addition to being sec- 
retary and controller of the agency, 
is also chairman of the operating 
committee. 


‘Sun Oil Shifts 
75% of Account to 
Esty from EWRR 


(Continued from. Page 1) 
McKesson was worth $1,250,000. 

The Louisville session included 
such agency bigwigs as Robert M. 
and William D. Watson, David and 
Howard Williams, Jere Patterson, 
Fred Clarke and Gerard V. Kelle- 
her. 

According to a Brown-Forman 
spokesman, the conference was 
staged (1) to announce Robinson 
S. Brown’s promotion from execu- 
tive director of personnel and pub- 
lic relations to executive director 
of sales. Mr. Brown succeeds J. 
Gordon Baquie, who resigned fol- 
lowing a “policy confiict”; (2) to 
settle on an account man for Early 
Times—a successor to John To- 
land, account supervisor, who has 
moved to Warwick & Legler. 


® Both the distiller and the agency 
denied that there was any trouble 
involved in the session. One EWRR 
spokesman said Brown-Forman 
was not “a troublesome account.” 
He added that the meeting had 
been planned for more than a 
month, and he said that the adver- 
tising was not a factor in Mr. Ba- 
quie’s decision to quit. He also said 
that no decision had been made on 
Mr. Toland’s successor. In further 
explanation of the meeting, he said 
that whisky industry sales have 
been “a bit down.” 


® The Sun switch to Esty grew out 
of a “severe reappraisal” by Sun of 
its relationship with EWRR. The 
account had been in the hands of 
Ruthrauff & Ryan when it merged 
with Erwin, Wasey. A Sun spokes- 
man denied that the “reappraisal” 
had any connection with the resig- 
nation of Storrs Case as advertis- 
ing manager. But ADVERTISING AGE 
leasned there was a tie-in. 

It was reported that Mr. Case 
had been dissatisfied with the 
agency’s handling of a television 
test in Philadelphia for Sunoco’s 
new octane blending pump. In 
naming Esty yesterday, Sun said 
its aim was to improve its adver- 
tising because of a pending big 
new promotion of the custom 
blending gas pump. 


s Mr. Case’s dissatisfaction with 
the old agency was said to have re- 
sulted in an attempt by him to fire 
the agency. He was said to have 
told his management that either 
the agency went or he would go. 

Mr. Case was succeeded “until 
further notice’ by Palmer D. Mc- 
Kay, previously assistant ad man- 
ager. 

Willard Wright, Sun vp in 
charge of marketing, invited agen- 
cies to solicit the account, and 
late in October it was said that Ted 
Bates & Co., Gray & Rogers and 
others were called in by the adver- 
tiser. It was learned yesterday, 
however, that Esty got the nod 
over Sullivan, Stauffer, Colwell & 
Bayles. 

Tandy Advertising, Toronto, will 
retain Sun Oil Ltd. in Canada. 
EWRR keeps industrial product 
advertising in the U. S., while Esty 
gets all motor products in the 
U. S. No termination date was an- 
nounced, but it was believed Esty 
takes over Jan. 31. # 


Schoon Named Pontiac A.M. 

W. E. Schoon has been named 
advertising manager of the Pon- 
tiac motor division of General Mo- 
tors Corp., Pontiac, Mich., effective 
Jan. 1. Formerly Pontiac’s zone 
manager in Charlotte, N. C., Mr. 
Schoon succeeds B. B. Kimball, 
who has been named assistant to 
the general sales manager and will 
handle special advertising assign- 
ments. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 


days preceding publication 


date. Display classified takes card rate of $17.75 per iene inch, and card 


discounts, size and frequency apply. 


39,430: 


a ERAGE PAID CIRCULATION FOR 
_ 2B MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


POSITIONS WANTED 


~~" MOLENE 
Th ee Public Relations 
COPY WFilPB scscsvssrsosnsneseserees Advig Managers 
Artists Production ......Service 


“All is grist which comes to our mill” 
Andover $-4424, 106 W. Adams St., Chgo 3 
ARTIST WANTED 
to work in a printing and lithographing or- 
ganization that offers a complete creative 
service on direct advertising - plan, copy, 


layout, artwork, photographs. We need an 
assistant for our art director. The man we 
want should be experienced; should be 
able to make a comprehensive layout from 
someone’s rough, originate layout ideas of 
his own, make pen-and-ink, brush, 
airbrush working drawings. 
Firm is located a progressive midwest 
town of 75,000. 
Write us, enclosing samples of your best 
work and stating age, experience, and sal- 
ary required. Your reply will be held in 
confidence and your samples will 
promptly returned. 
Box 1098, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


If You’re in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 


ONE OF THE MOST PROGRESSIVE 
DAILY NEWSPAPERS IN NEW JERSEY 
HAS A PERMANENT OPPORTUNITY 
FOR A GO-GETTING LOCAL DISPLAY 
SALESMAN. Attractive salary, incentive 
and fringe benefits. 
Box 1084, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
AD LAYOUT ARTIST 
Experienced artist with proven ability to 
lay out sales brochures and promotion ma- 
terials in art department of large electron- 
ics corporation's advertising staff. Send 
samples, resume and letter to Jack Miller, 
Art Director, Collins Radio Comp 


Ce- 


ADVERTISING, PUBLIC RELATIONS, 
internal communications, book editing. 
Now employed as Adv. & Pub. Rel. Dir. 
M. A. in Journalism. 37, married with fam- 
ily. I'm looking for new challenging op- 
portunity. Interested? Drop a card for full 
resume. 

Box 1106, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Creative Layout Artist with many years 
experience as Art Directer would like to 
locate in nice town with pleasant climate. 
Can also handle production. 

Box 1107, ADVERTISING AGE 
200 E. Lilinois St., Chicago 11, Illinois 

ADV. MGR. - AGENCY REP. 
6 yrs exp. copy, prod., sales, admin., pro- 
motion. Coll grad, 34, N’theast 
Box 1108, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

THOROLY EXPERIENCED CREATIVE 
ART DIRECTOR 
Modern Layouts, Good Merchandising 
sense, Mature, Automotive Experience. 

Box 1108, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADDRESS ENVELOPES 

Experienced mailer wants homework. L. C. 
Dadirrian, 250 West 77 St. N.Y. (Ref. Col. 
Univ. Adv. Class 1944) 


REPRESENTATIVES WANTED 


ADVERTISING SPACE SALESMEN 
Fast Growing Beauty Trade Publication 
needs reps in St. Louis, Tennessee, Cali- 
fornia and throughout South. 

Box 1086, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
AVAILABLE 


Furnishes successful market and layout 
presentations for large and small accounts. 
Has exceptionaliy successful 5 years selling 
record in a highly competitive trade jour- 
nal field. Travels 7 midwest states out of 
Chicago. Anxious to represent an addition- 
al magazine. College grad.—under 40. 
Box 1062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


y 
dar Rapids, lowa. : 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINBE 
Publishers Employ..ent 
469 E. Ohio St., Chgo. Su 7-2255 


SECRETARY to Sales Promotion and Ad- 
vertising executive of large national con- 
cern. New executive offices in the 50’s on 
Park Avenue, New York City. Desire a 
background in advertising and writing, but 
not essential. nd commensurate with 
ability. Send resum 
Box 1105, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


we're looking for a 


COpy 


group head 


—to fill a key position as we enlarge our 
creative staff. Let’s hear from you if 
you're well experienced in a variety of 
accounts and media, are an outstanding 
idea man and writer, can work well with 
others, have high creative standards to 
match our own—and would like to come 
and grow with us. Write or phone: 
Creative Director 
Pulton, Morrissey Comp: 
612 N. Michigan, Chicago Th 7m. 


CARTOON PROBLEMS? 
Solved by return mail! Your idea or mine, 
. (One frame, to 9” x 12"). Pen and ink. 
‘ou must be pleased. Tell me.what you 
want and mail Pit with a five dollar check 
to CARTOONS, 901 Scituate Ave., Cran- 
ston, R. 1. 
“How You Can Make 
MORE Money by Mail” 
told by famous mail order expert. Fact- 
packed, illus. book, written out of experi- 
ence of author Whitt Schultz-former AA 
“Mail Order Clinic’ columnist. He built 
100,000.00 mail order business—Fast! Send 
1. How Co., Glencoe, Ill. 
Professional Office-Unfurnished. 38th St.- 
107 East-Superb location. Private Entrance 
modern, fully air-cond., partitioned. Suit- 
able advertising, public relations, etc.-im- 
— possession-Reasonable. BU 8-4483- 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEAREORN 2-1062 
167 N. LaGALLE, CHICAGO 1LuInols 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Our 46th Year 

ART DIRECTOR 

TY WRITER, film & live 

TV WRITER, film & live 

ASST. TV-RADIO DIR. Film 
& live. Commercials & 
shows —— Creative in 
produc 

ACCOU “rT RESEARCH MGR. 
Rare opp. young man to grow 
under skilled guidance $8,000 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE-6-5353 


to $11,000 


Chicago 


WANTED: 
THE BEST! 


Highly-Experienced 
Advertising Manager 


FOR LEADING CALIFORNIA 
CREDIT JEWELER 


An excellent opportunity to join 
a long-established, aggressive 
organization. Applicant must be 
top-flight layout artist. Write 
stating age, experience, marital 
status and salary requirement. 
Enclose snapshot, if convenient. 
Replies strictly confidential. 
Milens Jewelers 
1201 Washington Street, 
Oakland 12, California 


Memo: To A Good 
Advertising Salesman 


If you are not afraid of hard 
work, some travel, a new basic 
industry—if you can sell, 
write good letters, a top na- 
tional industrial magazine is 
interested in you. 

Must be under 40, of good 
appearance and have experi- 
ence. 

Location midwest, good sal- 
ary and profit sharing ar- 
rangement. 

Box 844 Advertising Age. 
200 E. Illinois St., Chicago 11, 

Illinois 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

Parr ee 


Its President Ill, 
Capital Agency 
Resigns Accounts 


(Continued from Page 2) 
nearly $60,000 in debts which the 
advertiser, the Phillips radio-tv 
and appliance retail chain, owed 
Washington area radio stations, 
(AA, May 25, °53 et seq.). 

While some advisers urged him 

to go into bankruptcy, he said he 
was determined to make good. Un- 
der a settlement which he worked 
out with creditors, he incurred a 
loss of approximately $30,000 in 
order to dispose of the obligations 
of the bankrupt client. 
For a time his volume suffered 
badly, but by 1955 he had picked 
up several active automobile ac- 
counts and had built his billings 
to nearly $1,000,000. He was still 
a major buyer of radio, with a 
number of important automobile 
accounts, when a heart attack 
hospitalized him last summer. 


= Most of the clients remained 
with the agency while Mr. Cohen 
was disabled, but he decided re- 
cently that he could not continue 
to operate his office while com- 
pleting a lengthy recovery. With 
the closing of the office, he gave 
up all accounts involving newspa- 
per production, but retained four 
accounts for radio and one for tv, 
which he services from his home. 
One of his leading accounts, Lus- 
tine Nicholson Chevrolet, Wash- 
ington, involving an _ estimated 
$100,000, was referred to House & 
Gerstin Advertising, Washington. 
At present Mr. Cohen is an ap- 
plicant in a five-way competition 
for a radio station at nearby Lau- 
rel, Md. In the event he is suc- 
cessful in getting the station, Mr. 
Cohen intends to become active in 
its management. 

He told ADVERTISING AGE he will 
re-enter the agency business on an 
active basis if he does not have 
the station by the time his health 
is restored. # 


LAYOUT ARTISTS (2) 
TWO COPYWRITERS 


Wide some experience required. 
Must be highly creative on various 
lists of A. —- using slick ma 

zines, from airlines to cosmetics. 
Exceptional opportunity to grow 
with Miami's most open agen- 
7. pane complete r é and snap- 

ot. 


Box 840 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MERRY CHRISTMAS! 


May strong fires of kinship and friendship 
burn hy sa tly for you and yours on this 


Yuletide 
Georce E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


ACE WOMAN COPYWRITER 
NOW AVAILABLE 


Big advertiser, big agency expe- 
rience. Creator of top-rated food, 
houseware, toiletry and apparel 
ads. Prolific writer, experienced 
eo, Salary $15,000 to $20,- 


ey 9s = opportunity. 
Box 845 AD SING AGE 
480 Lexi on ee 
5 fe Yor > ss A 
AGENCY-STUDIO 
SPACE FOR RENT 


Attractive office space — 
1,265 sq. ft.— ideal for small 
agency or art studio. Recp. 
rm., gen. office, 3 priv. ofes., 
studio. Near NW station 
just west of loop. Reasona- 
ble sub-lease. 


Call Mr. McManus 
FRanklin 2-9494—Chicago 


Allen Sandage 


University of Illinois college of 


Duggan Christion 


EXPERTS—In a plan to broaden the perspective of students toward 
advertising, the National Industrial Advertisers Assn. and the 


journalism and communications 


put on a seminar for 120 students. Here, with Professor Charles H. 

Sandage, are speakers P. D. Allen, Maclean-Hunter Publishing Co.; 

A. L. Duggan, Edward Valves division, Rockwell Mfg. Co., and Rich- 
ard D. Christian, Marsteller, Rickard, Gebhardt & Reed. 


(Continued from Page 2) 

by running newspaper campaigns, 
then switch to other media. 

As examples, he cited such 
products as Dial soap, Imperial 
margarine and Swift meats, which 
had achieved important gains in 
Chicago through use of newspa- 
pers, and which, he said, have lost 
ground after shifting emphasis to 
tv or other media. 


s He warned the representatives 
that newspaper space salesmen 
must “be more than just order 
takers. We must be more imagina- 
tive, and we must be able to think 
up new copy themes that will sell 
merchandise,” he said. “We must 
sell ideas, not just space.” 
Newspapers must ask an adver- 
tiser to spend an adequate amount 
of money in order to get impact 
and continuity, he said. 

Mr. Martineau also charged that 
advertisers do not know how to use 
color in newspapers. He singled 
out European poster art as a fine 
example of how color can be used 
effectively. 

“Why does advertising always 
have to be so hard sell, as our 
American advertising is?” Mr. 
Martineau said. “European adver- 
tising is casual and relaxing but 
very effective.” He asserted that 
advertising in Europe for Volks- 
wagen and Jaguar is much better 
than the ads run in the US. by 
American auto makers. 

General advertisers should con- 
centrate on creating a company 
image in their ads. This has been 


Martineau Hits Advertisers’ Fickleness, 
Lack of Skill in Using Newspaper Ads 


done effectively by department 
stores and other retailers, he said. 

“Since many competing products 
today are very similar, if not the 
same, advertising must create the 
difference,” he said. “A company 
must make consumers think that 
its products are better than those 
of the competition, even though 
they aren’t.” # 


Staley Buys $1,200,000 CBS 
Show for Sta-Flo and Sta-Puf 

A new $1,200,000 CBS Radio 
show starring Peter Lind Hayes 
and Mary Healy will go on the air 
Jan. 6 sponsored by A. E. Staley 
Mfg. Co., Decatur, Ill., for its Sta- 
Flo liquid starch and Sta-Puf 
laundry rinse. The husband and 
wife team will do the show from 
their home, a 10-minute bit of 
conversation, interviews and music 
at 12:05 p.m. daily on more than 
200 stations. 

The new show, on a 52-week 
contract, supplements Staley’s 
sponsorship of the “Art Linkletter 
House Party” on radio and tv, 
and succeeds the company’s spon- 
sorship of segments on Arthur 
Godfrey network shows. Erwin 
Wasey, Ruthrauff & Ryan is the 
agency. 


Quinn Returns to London 

Mark Quinn, London adman who 
joined McCann-Erickson in New 
York 10 months ago (AA, Jan. 21), 
has returned to London as direc- 
tor of the British arm of Commu- 
nicaticns Counselors, McCann’s 


public relations subsidiary 


mm 
3 


Tae, 


—— 


ee, | 


F 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


SE a ee i nt a eee Aiea COE eae aw 2g yy eo aa a Tk olla ema, a eee Wee eGR Rh ee Aa a “OT ne eee aati: = AAP Oe ee as ae ae Oe) ee er ee Oe 
Se a y i 9 ee aioe aS Pr eats Pal = ig Chet Sete Me oe | a) 2a eo NS | Pe Oe eee Aa age” a ean oe a “i. A 2 a). ee es ass ES Nate ST 5 iz ee Te ly he 
Pea: 2 ee : ae fee a faa lt ae a os cae oe yet: eS - 2 cha ake Sis CM 5 ae lees ok sate ai Mie a i i ee age aus eh ae St Ee os ee 
Pa, Seok code i, i coed 2% SMe he eT io RN et, ee ee le ea Sail ea ae ee ys eon Ties Cae <i me oma ces et ie “oa eS i nee Saree oath = Se a ge en a 
ee Se a EE mT ee SS A ae ee ae) enn ea L/int Ee: =< ee ey 
Eee eae i eae “ te Ee en ook ' = ‘ ibs orate’ Shia, i a oad “a) ee ioc Se. gli Sy) 2: MOMs be oe en re ~ 
Pa eee Se hee TI See od : ti = 2 ARCA, oa - oF sph aeeR S es = , 
oR Sehaan ee re sud a Oe nae aa r ay p es 2 ee). ec oan | a - . Nae Oe Ne A ee ate ¥ kage: oe (cg ee eer > i 2 ~ aig See ae Re Bie) eU cate Wai ay ae Doe 
ae . r a A : ’ 2 = * fae ‘ fst 
ae . a x 
ot hae - 
oR: 50 Advertising Age, December 23, 1957 
a eg i 
wi ING _4 a | i | 
ie ARKET PLACE iT a4 - 
: ia re Ad a on ‘ 
ee | .. ‘ * . - 
a | 7 oe OC ‘ 
ae). | 4 . . ie : ~. . fue 
oy —_ ; K * 7 = i 
‘i ae : | nad | rs a # fe wt ee t queria sata : 
un ees : a ee Ae “J jae . 
Be —— a $ ie : ¢ 4 . -_ oo lateae : : 
ae - - 7 si ~ a tod = ) 3 i 4 af i core of eo . 
ae ful x ee ze Ag Pe re ey i 
yee E % *. eer &s ‘ é ae Renee gh > Le 3 cy ae } 
me a _ ~s io ae pn 
ah rot ie 1 ae a : aes ane an. 
age - = f\ a 
ret | _—, 
Te Bes. : 
Lits 
aan ee _ 
eh 
tick: | hy 
.: * ee 7 
wate | . 
- ‘ S 
i _ - 
nee | 
| ty 
mei 
meet 
a Meigc 
aS — — 
Ae oe 
bak . 7 — —l 
i ces ia a | 0 
cae ‘ 
a 
ex 
ee : 
3 ae Ms 
ae ‘ 
. a7 ee y 
ne 4 — - 
pe . 
7 e ; 
a ; 
See : 
ai 
ee : 
ow 
ge ~~ 
Piola oF | if 
rand | vi 
a aie v a 
ly ae ¥ 
hg 4 
ey ' 
ie ge | - bs, 
Pee Fes . ; 
ee iA, ——— st 
Let Eales a 
i - acai | —— ponirin ' : 
ue? a y ‘ i 
ore " 
a ileSy 
ne 
’ 
; a 
i : 
| S 
ie a 
: _ , 
en BIRCH oa 
eR . e 
th ee 
aps Personne! ) 
= nce, . MADISON + SUITE 141 
ae CHICAGO 2, MLL. 
° CEntret 6-5670 ‘ 
“. : At ly 9 05 ee ae BA 2 aCe ar: eee ee Pesta coh on ee . Ten Ne ne ee Fee en rn re ee ‘ i a ee Beige oe nes ed ¥ = 2 
Pee bo eee | Reo” eee eine Pat cle EP ea 20° i DORR ee» ee yt 8 ee ee ee i toni engl me ee 
Bee es he eg 7 pane i tees igs ts ae bs ee i Pat gat We es Shete : : ne be Se red = Mee : aa tig MSI. Ye et A ae " picts seo : e ee hee ee Eg —, ees tae rs , 
SP GS elena ss hy a ae arg Reema A a ga ‘32S ane rf ce pe ASS emai <y 7 ae al a east a mermru ee ihe er dk — an Se a ee es et pent Tater. 5, 24 oi eee 
; ae pee ea ee ets Cay ae ee Biwi gale tee ot fcc ere a ie" hig a arr BS ees cee ee caree Cee ee ree a Ee ee a ss BONS ey om ie MEER ree heme: Pom La pe See ee hi = oh See eee 
SNE al Peta ae Re oa ol a a eae eS Ee hie oe eas. oe ply ea es ee ee eae eu, caer ee es rea ee ees ah ag OMe ke 
- <a ie 7a — — ae eee Sea peo heey 2 ah es Bae oe = eae or ms rates SN, eae a a ee eases Pe eee Sh rnp Pee a sy he eee. ee my no Ce aoe stig, 


Subliminal Projection Sets Test on 
WTOP; Expects ‘Go-Ahead’ from FCC 


(Continued from Page 3) 
six-week period remained at the 
established average for this the- 
ater.” 

The Motion Picture Daily story 
cited as a source Marvin Rosen, 
manager of the theater in Fort Lee. 


Mr. Vicary and Subliminal Pro- 
jection Co. were incensed at this 
story and went to Charles Moss, 
head of the movie circuit, with the 
intention of obtaining a full retrac- 
tion. They showed to him the data 
developed in the test, data that 
form part of the patent application 
for the process. 

After examining the data, Mr. 
Moss issued a statement that was 
printed in the Tuesday issue of 
Motion Picture Daily. In the state- 
ment, Mr. Moss said that as a re- 
sult of the “confidential” figures 
supplied to him, he is “satisfied” 
that “this type of subconscious ad- 
vertising could help increase sales.” 
But he added that “additional test- 
ing” is needed to prove its effi- 
cacy. 

Mr. Moss pointed out that while 
popcorn sales may benefit from 
this subconscious stimulus, there 
may be an adverse effect on sales 
of candy bars and other products 
sold in the theater. 


s Motion Picture Daily printed 
Mr. Moss’ statement without any 
retraction. Martin Quigley Jr., ed- 
itorial director of the daily, told 
AA that Mr. Vicary has refused to 
supply him with any of the docu- 
mentation from the test and said, 
“We are standing by our original 
story.” 

Mr. Moss told AA that after ex- 
amining the figures supplied to 
him by Mr. Vicary he believes 
there is “something to it.” These 
figures, he said, “definitely show 
an improvement in sales of the ad- 
vertised commodities.” 


es Mr. Vicary told AA he was 
“amazed” at Motion Picture Daily’s 
refusal to run a retraction. 

Mr. Vicary said it was per- 
fectly understandable that the the- 
ater manager in Fort Lee, NJ., 
would be unaware of the sales re- 
sults of the subliminal test. The 
manager, he pointed out, had no 
idea “what we were doing or when 
we were doing it.” Mr. Moss, in 
his statement to Motion Picture 
Daily, admitted that the theater 
management had not been aware 
of the figures for the test period 
until Mr. Vicary supplied them. 

Mr. Vicary told AA that these 
figures are part of his patent ap- 
plication and that he has no inten- 
tion of making them public. He 
said, however, that he will show 
them to the Federal Communica- 
tions Commission. ; 


® Richard E. Forrest, of Sublimi- 
nal Projection Co., said he expects 
to demonstrate Mr. Vicary’s pro- 
cess to the FCC “early next 
month,” using a closed-circuit sys- 
tem provided by WTOP, Washing- 
ton. He is completely confident, he 
said, of obtaining a go-ahead from 
the FCC. 

Mr. Forrest said that once FCC 
approval is secured, he will move 
quickly to get subliminal adver- 
tising tested on television. He ex- 
pressed satisfaction with the recep- 
tion he has received from agencies, 
advertisers and broadcasters. He 
implied that he took little stock 
in the negative statements issued 
by the leading tv networks and 
the National Assn. of Radio & 
Television Broadcasters. These, he 
said, were “good for their own 
public relations.” 


® He said that despite the caution- 
ary words of the NARTB, there 
are plenty of independent stations 


around the country ready and will- 
ing to make their facilities avail- 
able for a test of subliminal com- 
munication. 

Mr. Forrest pointed out that sub- 
liminal advertising can never 
really be tested until it is actually 
used over a period of time. Once 
it is used in controlled tests, he 
said, manufacturers can easily 
judge its efficacy “by checking 
their inventories.” 

Mr. Vicary, head of the market 
research company bearing his 
name, said he never expected such 
an intense volume of publicity on 
subliminal advertising. “We ex- 
pected a few bursts from the egg- 
heads,” he conceded, “but not this.” 


® He said that for the past three 
months he has had two or three 
reporters coming to see him every 
day. Business Week did a story 
which he called “an aberration,” 
and Life is planning to do an ex- 
tensive takeout in one of its early 
January issues, he said. 

Mr. Vicary said things got so 
bad that he had to leave the coun- 
try “to get away from it.” He said 
he had always wanted to visit his 
father’s birthplace in England, so 
he went off to Britain on a day’s 
notice. “I had a wonderful time,” 
he said, “and when I came back, 
I found things were still going full 
blast.” 

Mr. Vicary said that because of 
his involvement in the subliminal 
venture, his own market research 
business has suffered. For the 
past several weeks he has been 
sending out bulletins advising one 
and all that “I am still at the same 
address and still doing my usual 
work.” 

He will take a step next week to 
correct this impression by an- 
nouncing a new name-audit serv- 
ice. This will be an extension of the 
work he has done in testing the im- 
pact of company and product 
names on the consumer mind. 


s Subliminal advertising got a 
very cold shoulder from a psychol- 
ogist who examined the technique 
for a leading agency here. The psy- 
chologist and the agency preferred 
to remain anonymous, but his re- 
port scored Subliminal Projection 
Co. for not making available the 
details of its tests. 

“This refusal to release the data 
upon which their claim is based 
is particularly curious,” the report 
said, “since the phenomenon itself 
has been in the public domain for 
at least 100 years. 


= “In the absence of any proof 
about the effectiveness of sublimi- 
nal advertising, we can only specu- 
late on the basis of other evidence: 

1. “The stimulus is by definition 
a weak stimulus. 

2. “The perceptions of subliminal 
stimuli reported in the psycholog- 
ical literature are not much above 
the level of chance. 

3. “In a broad sense any adver- 
tisement or part of an advertise- 
ment that we do not attend to con- 
sciously is subliminal by definition 
. . « The magazine ads that are 
quickly passed over, the television 
commercials that are walked away 
from, the outdoor signs that people 
look at but do not ‘see.’ 

“In view of what we know now 
about subliminal stimulation, it 
seems very unlikely that sublimin- 
al advertising could have the 
power that has been attributed to 
it. All we can say now is that 
there is evidence that a weak stim- 
ulus gets across weakly. There is 
insufficient evidence to indicate 
that subliminal advertising would 
influence sales, either on televi- 
sion or at a movie theater popcorn 
stand in New Jersey.” # 
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PIE CHART—National Food Stores, Chicago, is using this silver-dollar 
pie chart in full pege newspaper ads to dramatize the size of its 
profits in relationship to the rest of its sales dollar. 


New Van Brunt 
Agency Is Built on 
Total Marketing Idea 


New York, Dec. 17—Albert D. 
Van Brunt, Air France account ex- 
ecutive at Buchanan & Co. for the 
past six years, has established his 
own advertising agency, Van Brunt 
& Co. (AA, Dec. 16). It is, he said, 
the first agency “to be specifically 
organized to meet the challenge of 
the new concept in marketing.” 

He explained that it will offer 
“complete serv- 
ice” in al] phases 
of marketing, 
thus giving “the 
advertiser with a 
moderate budget 
© all of the mar- 
keting services 
' now only avail- 
able to $1,000,000 
clients.” 

Mr. Van Brunt 
joined Air France 
in 1947 as the 
airline’s first advertising manager 
in this country. He moved to Buch- 
anan in 1951 to service the account. 
Buchanan recently lost the account 
to Batten, Barton, Durstine & Os- 
born (AA, Nov. 11). # 


A. D. Van Brunt 


Statham Development Corp. 
Names Guerin, Johnstone 

Statham Development Corp., 
Los Angeles, a division of Statham 
Instruments, has named Guerin, 
Johnstone, Jeffries, Los Angeles, 
to handle its advertising and public 
relations. There is no previous 
agency of record. Advertising for 
the coming year will concentrate 
on many new items being produced 
for laboratory and production en- 
vironmental testing in the elec- 
tronic, food, automotive, aircraft 
and missile fields. 

The agency simultaneously an- 
nounced that Peter Koehn has 
joined its art department. He pre- 
viously was with Jefferson Co., 
New York. 


American Dairy Assn. 
Sets Ice Cream Drive 

The American Dairy Assn.’s first 
promotion in 1958 will begin in 
February with a concentrated push 
for ice cream and cherries. A color 
page will run in the Feb. 14 issue 
of Look, and tv commercials are 
scheduled for the “Perry Como 
Show” (NBC-TV). In addition, 
point of sale material and news- 
paper mais will be distributed by 
ADA. Campbell-Mithun, Chicago, 
is the agency. 


Schulze & Burch Names Randall 

Carle Randall has been ap- 
pointed general sales manager of 
Schulze & Burch Biscuit Co., Chi- 
cago. Mr. Randall formerly was 
with Toni Co. as director of food 
market sales. 


Optimistic About 
‘58 Sales, Calgon 
Maps Big Ad Drive 


PITTSBURGH, Dec. 18—A record 
sales year in 1957 and prospects of 
a broadening market in 1958 have 
prompted Calgon Co. to undertake 
a major print campaign backed up 
by a radio schedule starting in 
February. Calgon Co., a division of 
Hagan Chemicals & Controls Co., 
Pittsburgh, makes additives for 
washing machine rinses. 

An editorial-style page in the 
February Reader’s Digest will kick 
off a 20-time schedule spearhead- 
ing the campaign for Calgon water 
conditioner. Tie-in ads with washer 
manufacturers will carry the water 
conditioner story in a series of 
spring and fall ads in Ladies’ Home 
Journal, McCall’s and Parents’ 
Magazine. Theme of the campaign 
will be “Calgon ends problems 
caused by water.” 

Supporting the magazines will 
be daily advertising for 16 weeks 
on CBS Radio—eight weeks in the 
spring and eight in the fall. 

Special ads directed at doctors, 
nurses and home economists will 
appear in Journal of the American 
Medical Assn., Modern Medicine, 
Practical Home Economics’ Co-ed 
edition and Registered Nurse. 


# In a campaign for Calgonite 
electric dishwashing detergent, 
meanwhile, the company in Feb- 
ruary will start a series of 18 ads 
in American Home, House Becuti- 
ful, House & Garden and Sunset 
Magazine. 

A third magazine campaign, for 
Calgon Bouquet bath scent, wil] be 
aimed at readers with higher-than- 
average incomes, through a sched- 
ule in Holiday, House Beautiful, 
House & Garden, The New Yorker 
and Town & Country. 

Calgon’s optimism for 1958, ac- 
cording to J. C. Weithaus, vp, is 
based on the broadened market 
base resulting from introduction of 
additive dispensers on many new 
automatic washers. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. # 


Wallach Plans TV Service 

M. A. Wallach Research, New 
York, hopes to start a new tv rat- 
ing service, using a combination of 
phone, personal interview and 
diary methods. The technique was 
originated in collaboration with 
George Abrams, a Revion vp. Its 
backers hope to get industry tri- 
partite support for this service as 
a means of clearing up the confu- 
sion created by the various ratings 
now used. First steps are to raise 
money to finance the venture and 
to get the Advertising Research 
Foundation’s reaction to the new 
service. 


Two Queen Bee 
Jelly Makers 
Test Legal Stings 


(Continued from Page 2) 
produced “a cheap imitation of our 
product,” called RoylJel Formula 
101. 

The complaint adds that “it is 
important to note that there is 
available a limited number of mail- 
ing lists of prospects for a royal 
jelly product.” It summed up the 
actions of Bio-Genics with: “In 
short, the defendants stole our idea, 
our product, our promotional mate- 
rial and our label.” 

Many samples of identical copy 
used by the two companies were 
submitted in evidence, among 
them the phrases “Miracle bullets 
to cure the ills of old age” and “It 
may lead to regenerating the glands 
of our body and giving us a new 
life.” 

Punitive and other damages to- 
talling $750,000 are sought. 


® In a reply to the complaint, Mr. 
Goodelman, secretary-treasurer of 
Bio-Genics, said Jenasol’s adver- 
tising material “was a matter of 
public record” before it was sub- 
mitted to Medical Research Press 
and that “there are at least four 
major distributors of royal jelly 
products using the same or similar 
source material in their advertising 
matter.” 

He said advertising materials 
used by both companies came from 
“newspapers, magazines and oth- 
er public sources” and are “avail- 
able in public libraries and on 
newsstands.” 

Judge Streit granted a temporary 
injunction to Jenasol and ordered 
an early trial date. Lawyers for 
the plaintiff (Bass & Friend) and 
defendant (Zalk & Hayashi) are 
now discussing settlement possibil- 
ities. o 
® Meanwhile, recent advertising of 
both companies has been the sub- 
ject of complaints and investiga- 
tion by the medica) frauds unit of 
the Post Office Department. In 
fact, Bio-Genics cited its affidavit 
of discontinuance, which it signed 
in September, as proof that it was 
no longer advertising in the man- 
ner alleged. 

In the affidavit, not necessarily 
an adrnission of violations, Bio- 
Genics agreed that future mail or- 
der advertising would not repre- 
sent or claim that RoylJel Formula 
101 could, among others, restore 
sexual virility in men, restore fer- 
tility in men and women, or in- 
crease the life span and normalize 
growth in children. 

The Jenasol affidavit of agree- 
ment, entered last July, said the 
company would not attribute to 
Jenasol RJ Formula 60, that it 
can cure or eliminate sex impoten- 
cy or lost manhood, restore fertil- 
ity to women, grow hair or cure 
baldness, remedy heart conditions, 
low blood pressure, nervous dis- 
abilities, climatic diseases or insure 
human longevity. 

Under the law, neither affidavit 
is necessarily an admission of vio- 
lation or guilt. # 


Hinde & Dauch Issues New 
Booklet on Shipping 

“How to Ship More Economical- 
ly in Corrugated Boxes,” a new 
24-page booklet, has been pub- 
lished by Hinde & Dauch, Sandus- 
ky, O., corrugated tox producer. 
The booklet includes advice on 
the designing, testing and storing 
of product packages and offers in- 
formation on the planning of the 
shipping department and on econ- 
omy considerations in the packing, 
sealing, warehousing end shipping 


of corrugated boxes. 
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TV Boot May Have Led 
Buick to Fire Kudner 


(Continued from. Page 1) 
tion. President James H. S. Ellis, 
64, denied he is slated for retire- 
ment some time soon. A new team 
took over ot Kudner, headed by C. 
M. Roh augh, previously vp, sec- 
retary and director of account man- 

nout. Mr. Rohrabaugh was 
elected exee vp and is chairman of 
an executive committee which in- 
cludes Paul E. Newman, also elect- 
ed exec vp (he previously was se- 
nior vp and general director of the 
art department); J. W. Millard, vp 
and account manager; Charles R. 
Hook Jr., exee vp; Vincent F. Aiel- 


Arthur Kudner 45. H. S. Ellis 


lo, exec vp and copy chief; William 
J. Griffin Jr., exec vp and copy 
chief, and Mr. Ellis. 


e 3. Myron P. (Mike) Kirk, senior 
vp and director of radio and tele- 
vision, has resigned. Mr. Kirk told 
AA he sold his agentty stock a year 
ago, planned to resign then, and 
stayed on at Mr. Ellis’ request to 
take care of some tv problems. He 
denied any connection between the 
loss of the Buick account and his 
leaving. His replacement is Donald 
Gibbs, who has worked on special 
events shows for Kudner, who this 
week was elected a vp, and who 
was already a director of Kudner. 


e 4. It was said that the loss of 
Buick, which represented around 
one-third of the total billing of the 
agency, would not affect the other 
substantial portions of GM busi- 
ness in the shop. These include 
Frigidaire division of GM, GM in- 
stitutional, GMC truck & coach 
division, and the Allison engine di- 
vision with its aeroproducts opera- 
tions offshoot, as well as two diesel 
engine divisions. 


s The agency had been regarded 
as the most favored of the GM fam- 
ily, since it had a big auto division, 
the corporation institutional ac- 
count, and had Frigidaire dropped 
into its lap. The Buick division had 
been regarded as particularly sig- 
nificant, because Harlow P. Cur- 
tice, president of GM, had made his 
reputation as an automobile mer- 
chandiser in the Buick division 
when he was its general manager. 

And the Buick account was the 
pride of the shop. It was the nu- 
cleus of the agency Arthur Kudner 
put together in 1935, when he bolt- 
ed from Erwin, Wasey & Co., where 
he had been president. Mr. Ellis 
came to the agency as copy chief 
(he had filled a similar spot at 
Erwin, Wasey) and moved up to 
president after Mr. Kudner’s death 
in 1945. 


s For Buick the agency created a 
new kind of automobile advertis- 
ing, which talked little about the 
car, but much about the fun of driv- 
ing it. Buick copy described the 
thrill of scooting through traffic 
and leveling out hills in the Buick. 
Also, considering that “Buick” 
sounds like a thwarted hiccup, the 
agency did a remarkable job of 
linking alliteration to allure: Over 
the years, it coined—‘Buick’s the 
Buy,” “Better Buy Buick,” “Buick’s 
the Beauty,” “When better auto- 
mobiles are built, Buick will build 
them.” 

When GM’s selling strategy 
shifted so that Buick was permitted 


to sell a line that ranged from just 
under Cadillac (the Roadmaster) 
to directly competitive with Ponti- 
ac (the Special), the agency hit 
hard on price. When other autos 
were skittish about talking deliv- 
ered prices, Buick’s newspaper 
page ads had a neat little box 
where the price of a stripped-down 
Special two-door sedan could be 
advertised. 

Its print selling job—particular- 


ly the hard-hitting units of news-| , 


paper space—was generally ac- 
knowledged to be one of the best 
pieces of automobile selling tactics 


troit and New York. Its television 
history was something else, and is 
detailed below. 


= But most important, the Kudner- 
Buick partnership succeeded in 
changing the image of the car. Bu- 
ick was a rotund, solid car for solid 
people. A “doctor’s car.” The kind 
of car some people bought to show 
they could afford a Cadillac but 
weren’t ostentatious. And in the 
mid-’30s—say 1935—it sold under 
100,000 cars. But the needle of the 
new copy did a job: 308,615 Buicks 
were sold in 1941, before the war 
put the auto business into military 
production. 

The story goes in Detroit that af- 
ter Mr. Curtice came in as general 
manager of Buick he paid a visit to 
Harley Earl, GM’s vp in charge of 
styling. ““‘What kind of car do you 
drive, Harley?” asked the new Bu- 
ick manager, politely. “A Cadillac,” 
said Mr. Earl. 

“How about designing me a Bu- 
ick you would like to own your- 
self?” Mr. Curtice asked. 

Apocryphal it may be, but Buick 
styling changed. Buick dealers 
pushed the car aggressively; Bu- 
ick’s cars-sold-per-dealer are the 
highest in the industry. 


s By 1954, Buick connoted (ac- 
cording to the Chicago Tribune’s 
profiles of auto images) a car for 
mobile, successful people interest- 
ed in achieving even higher social 
status (in other words, aggressive, 
climbing people), and as a car high- 
ly preferred by men. And it was 
still regarded as substantial, reli- 
able, and as a family car. 

The automobile business has al- 
ways been one of clannish loyalty. 
It’s interesting to note that the 
president of GM came from Buick; 
that the present vp in charge of the 
distribution staff of the corporation 
(William Hufstader) was Mr. Cur- 
tice’s sales manager at Buick; that 
Mr. Curtice was attracted to Ar- 
thur Kudner originally because of 
Mr. Kudner’s work on the AC 
spark plug division at Erwin, Wa- 
sey. And Mr. Ellis, of course, came 
into Kudner with the Erwin, Wa- 
sey experience behind him. 


® Incidentally, another Erwin, Wa- 
sey man who set up his agency at 
about the same time is Leo Bur- 
nett, now a major contender for 
the account. He originally picked 
Erwin, Wasey as the agency for La- 
fayette, when he was Lafayette 
Motors’ ad manager. By 1929 he 


| was hired by Mr. Kudner to be Er- 


win, Wasey’s Chicago creative di- 
rector, and in ’35 he left Wasey to 
start his own shop—at the same 
time Mr. Kudner left, although the 
departures were not related. 


devised by the wordsmiths of De- - 


hold the Buick slump was inevita- 
ble, that its price alone would guar- 
antee that Plymouth would ulti- 
mately recapture third place. These 
men regard the Buick sales job 
as a superb operation but feel that 
it was driven higher on the sales 
ladder thar it could reasonably be 
expected to stay. 

As study of the table on sales 
(shown below) would indicate, 
Buick has slipped drastically in the 
last two model years. Of course, 
the banner year of 1955 was also 


Buick Sales Record 


Cars Market 
Year Sold Rank Share 
1957* 332,102 4th 6.55Y 
1956 529,371 3rd 8.9 
1955 737,879 3rd 10.29 
1954 513,497 3rd 9.28 
953 454,320 4th 7.92 
1952 310,806 4th 7.47 
1951 392,285 4th 7.75 
1950 535,807 4th 8.47 
1949 372,425 4th 7.70 
1948 244,762 4th 7.0 
1947 246,115 4th 77 
1946 126,322 5th 6.96 


*First 10 months. 


the record year for all automobile 
sales. But indications are that 
Buick has taken proportionately 
the worst beating in the GM line. 
It probably will hold fourth place 
for the year, but it is mighty close 
to Oldsmobile, and October regis- 
trations for Olds were higher than 
Buick’s. 


® The sales organization of Buick 
has been sharply critical. To listen 
to a southern zone manager, for 
instance: “Kudner’s advertising for 
Buick hasn’t changed in 20 years.” 
In his experience in more than one 
Buick zone, he said, Kudner field 
men didn’t contact dealers or zone 
managers to see what advertising 
they think is effective. Also, the 
lack of locally adapted advertising 
was criticized, and he claimed 
dealers are unhappy about “too 
much eopy in ads.” They’d like 
more picture and a bigger logo. 

If there were more agency liai- 
son in the field, he went on, the 
agency home office would know 
more about what dealers and cus- 
tomers feel about the effectiveness 
of the advertising, and would be 
able to adapt local copy to differ- 
ent areas. He doesn’t expect ex- 
tensive merchandising work from 
the agency, but he’d like help with 
localizing advertising approaches. 


® The restlessness didn’t stop with 
the zone men. An AA reporter 
shopping Buick showrooms last 
spring ran across a singular lack 
of enthusiasm for the car. “It’s 
supposed to be new from bumper to 
bumper,” said one dealer, adding 
caustically, “at least that’s what 
they say in Flint—I can’t see that 
it is.” 

“T don’t know why we don’t have 
a three seat Estate Wagon [Buick- 
ese for station wagon],” another 
conceded. “All we've got is that 
little kiddie seat over there [with 
a wave at a form of high-chair 
sitting on the floor near a window] 
to be used on the deck.” This kind 
of talk would have been heresy a 
few years ago. 

On the other hand, Kudner men 
claimed no dissatisfaction about 
field work or copy approaches was 
a factor in the decision. 

“There wasn’t any question 
about the advertising,” said one 
Kudner executive, talking infor- 
mally. 

“I never heard any complaint 
from Buick on that” (field serv- 


Behind the Shift 


ice), Mr. Ellis told an AA reporter. 
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pullout. 

The Kudner vp does not feel as 
though he is being forced to take 
the rap for the ill-timed prize fight 
tv commercial which embarrassed 
Buick last August. 

Mr. Kirk said he had nothing to 
do with that commercial, which was 
shoved in abruptly after the tech- 
nical knockout. He pointed out that 
Buick’s “Wells Fargo” is one of the 
highest rating shows this season 
and that the GM anniversary show 
was the big hit of the year. 

The agency man reported that he 
has quite a few offers and will take 
his time making up his mind on his 
future plans. 


® In the pioneer days of television 
in the late 1940s and early 1950s, 
when Milton Berie was king of tel- 
evision, Mr. Kirk was one of the 
chief ministers of the new realm. 

The agency, which came up with 
television’s first big hit in the 
Berle-ignited ‘‘Texaco Star The- 
ater,” was clearly the shop to 
watch in tv. 

Kudner’s second big splash in tv 
came in 1949, when a couple of 
comics from night clubs and the 
theater, Imogene Coca and Sid 
Caesar, were teamed as one of the 
features on the new hour-long 
production called “Broadway Re- 
vue.” This Admiral Corp. spon- 
sored show was carried on two 
networks—NBC and DuMont. 

Buick was brought into network 
tv fairly early by Kudner. During 
the 1952-’53 season, the auto maker 
bought Tuesdays at 8 p.m., EST, 
on the fourth week for a “Circus 
Hour” program, featuring Joe E. 
Brown. Unlike Mr. Berle’s show, 
which continued to fill the rest of 
the Tuesdays on NBC for Texaco, 
this telecast was no pace setter. 


® At the end of the 1953 season, 
Texas Co. decided, with regret, that 
Mr. Berle had become too much of 
a strain on the budget. For the °53- 
54 season, the program-production 
price tag had been hiked from $59,- 
000 to $90,000 a week. With time 
charges, that meant a weekly out- 
lay of $150,000 for Uncle Miltie’s 
sponsor. 


The Berle-Gleason Gambit 


When Texaco dropped the “Star 
Theater,” Mr. Berle went on Bu- 
ick’s payroll on an every-other- 
week schedule. After two years 
Buick dropped Mr. Berle, who then 
moved out of the Kudner camp for 
the first time. He was replaced by 
another comedian, CBS’s Jackie 
Gleason, then high on the crest of 
popularity. 

But Buick and Kudner did not 
buy the live multi-faceted Gleason 
(one of whose co-sponsors, Schick, 
already had given notice of its 


cessful live hour. 


® This film gamble proved to be 
an unfortunate one for Mr. Glea- 
son and his sponsor. Throughout 
the 1955-’56 season Mr. Gleason 
watched Perry Como walk home 
with the high ratings while he was 
left with very little comfort except 
the thought of all that money that 
would be flowing in from the re- 
siduals. 

At the end of one year, both the 
comedian and his auto sponsor had 
had enough of the filmed “Honey- 
mooners.” (Though these residual 
returns still are rolling in, in New 
York, Mr. Gleason, an exclusive 
CBS artist, now plays on the NBC 
station with re-runs of the “Honey- 
mooners.”’) 

When Jackie returned to the live 
show, which never again caught the 
old fire, neither Buick nor any oth- 
er Kudner client was on his spon- 
sor list. At the close of the 1956-57 
season, Mr. Gleason decided to take 
some time off from tv for a while. 
He continues to get his CBS sal- 
ary, and Mr. Berle remains on the 
NBC payroll under a long term 
contract. 


1957 TV: A Split 


Hearts of Coal 


When Milton Berle left the 
Kudner fold in 1955, after 
seven years of working for 
the agency’s clients, he told 
TV Guide: 

“Those agency guys back 
there in New York have char- 
coal gray hearts.” 


A major factor in the shift is 
probably Buick’s disappointing 
performance in 1957 sales, coming 
on the heels of a lackluster sales 
year in 1956. 


There are automotive men who 


Television Tensions 


Announcement of the resigna- 
tion of Mike Kirk, Kudner’s vet- 
eran radio-tv boss, came the day 
after the news break on the Buick 


switch from Kudner to Kenyon & 
Eckhardt); they bought a Gleason 
film series which straitjacketed 
the comedian, confining him to a 
weekly 30 minutes with a single 
set of characters, “The Honey- 
mooners.” Mr. Gleason’s tv career 
has never been the same since. 
Jackie’s much-publicized $6,000,- 
000 two-year contract called for a 
weekly expenditure of $65,000 per 
program, plus $32,500 for re-runs 
for the first year and more the sec- 
ond year. Like all such published 
figures, these may have been ex- 
aggerated, but the real ones obvi- 
ously were impressive enough to 
influence the comedian to give up 
three happy sponsors of his suc- 


The Buick score this fall on net- 
work television is one hit and one 
miss—in terms of rating returns at 
least. The alternately sponsored 
“Wells Fargo” (NBC) came just in 
time for the western trend and 
made the Trendex top ten in No- 
vember; in December it was down 
slightly, but still far ahead of the 
competing shows, with a 25.8. 

Buick’s other tv offering, which 
is shared with another GM product, 
also handled by Kudner, is the 
“Patrice Munsel Show,” on ABC. 
This one has not been in the run- 
ning in the ratings. Last time out 
(Dec. 6) the Trendex score was 8 
for the former opera singer to 20.9 
for “Zane Gray” and 19.6 for “Life 
of Riley.” The network hopes Miss 
Munsell will do better after the first 
of the year, when she gets a new 
time spot. 

The last big blow to Kudner’s 
radio-tv billings came about a year 
ago, when Texaco switched to Cun- 
ningham & Walsh. It was estimated 
that this cut reduced the agency’s 
broadcast billings to about $10,- 
000,000 for 1957—counting, of 
course, the much-praised GM an- 
niversary telecast and the badly 
handled heavyweight champion- 
ship fight last August. 


s The prize fight, many observers 
feel, was the knockout blow for 
Kudner as far as Buick was con- 
cerned. Edward T. Ragsdale, GM 
vp and general manager of Buick, 
is said to be still smarting over the 
public apology he felt forced to 
make over the “inept” handling of 
the commercials on the telecast. 

When the Floyd Patterson-Tom- 
my Jackson bout was stopped by 
the referee, the camera switched 
to a commercial so fast that view- 
ers hardly knew what had hap- 
pened. At that time Kudner blamed 
the network’s technical director for 
cueing the commercial at the wrong 
time. NBC sources, on the other 
hand, maintained that Kudner had 
insisted that the commercial be 
aired right after a decision or a 
knockout—over the objections of 
the network. 

But whatever the reason for the 
breakup of this agency-client re- 
lationship, it leaves television’s 
original “hottest” agency with only 
one network tv client—the alter- 
nate-week sponsor, Frigidaire. 


® The whole Kudner operation was 
a little different from that of most 
New York agencies its size. It had 
been remarkably successful, and it 
was a tight and tidy unit. In 1956, 
for instance, Kudner billed $66,- 
240,000, with 400 employes. Of 
agencies of comparable billing on- 
ly William Esty Co. operated with 
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a higher billing-per-employe ratio. 

For instance, Campbell-Ewald 
Co. had 672 employes last year to 
work its $70,000,000 billing; Danc- 
er-Fitzgerald-Sample had 600 em- 
ployes on its $61,000,000; Compton 
had 634 employes on its $59,100,000. 
Esty (with one of the shortest ac- 
count lists in the agency business) 
had 325 employes to handle $60,- 
000,000. 

Kudner had shown phenomenal 
postwar progress. In 1946 it had 
$14,000,000 in billing; in 1950 it had 
$34,000,000; in 1955, $60,000,000. 
In a dozen years it quadrupled its 
volume. 

On the other hand, a combina- 
tion of tv mischance and rugged 
competition has taken sizable 
chunks of business out of the shop. 
In 1956 it picked up National Dis- 
tillers’ Bellows brands; it lost GM’s 
Electro-Motive division, which it 
had had for nearly 20 years; U.S. 
Tobacco (which consolidated its 
account at C. J. LaRoche & Co.); 
Texaco (which consolidated its 
billing at Cunningham & Walsh). 
And it had a full year billing on 
Frigidaire. 


This year it added General Tel-|. 


ephone Co. 


® There have been some shifts of 
personnel which may be signifi- 
cant: In January, James J. Coch- 
ran, vp on Buick at Kudner, moved 
over to J. Walter Thompson Co. 
Stephen H. Richards, who had 
been in Los Angeles for the agen- 
cy, was moved in as account man- 
ager, and recently has been head- 
ing the 45-man Detroit office. 

This fall, Edward J. Owens, 
Kudner vp and 41 years an account 
executive on Goodyear Tire & Rub- 
ber, suddenly left the agency, later 
to join Compton Advertising. 
Compton, of course, has a portion 
of Goodyear also—the Neolite di- 
vision. 

Kirk C. Tuttle, a 14-year veteran 
on Goodyear for Kudner, also left. 
He became vp and manager of the 
Cleveland office of Fuller & Smith 
& Ross. 


® In general, the agency has been 
remarkable for its dependence on 
Mr. Ellis and has even been de- 
scribed as the biggest one-man 
shop in the business, a description 
which probably doesn’t do justice 
to the organization, but does por- 
tray an unusual amount of cen- 
tered authority. 

The new executive committee, 
headed by Mr. Rohrabaugh, occa- 
sioned a few raised eyebrows. Mr. 
Rohrabaugh had told friends and 
clients some time ago that he in- 
tended to take life a little easier, 
that he was nursing an ailing back, 
and that he hoped to limit himself 
to three days in the office. Asked 
about these aspects, Mr. Rohra- 
baugh grinned wryly and said that 
“hardly seemed likely now.” 


The Ellis View 


Mr. Ellis has been depicted as 
eager to retire, but he qualifies that 
view considerably. He told AA: 

“I’m going to sell my stock, but 
I can do that any time—tomorrow, 
even. In fact, I have to sell my 
stock so I can retire. I can sell any 
time, but it takes some time to re- 
invest. 

“There isn’t any retirement date. 
I'll stay here as long as I’m needed 
and wanted; I’m in no hurry to 
leave.” 

“This might be some months?” a 
reporter asked. 

“Yes—and maybe more than 
that. I don’t want to go out of here 
leaving anybody in the lurch.” 

The new executive committee 
came about because “I asked them 
to relieve me of many of the day- 
to-day burdens of management. I’m 
president and chairman. I can get 
off a seven-day schedule if I can 
concentrate on the creative side— 
plans and themes.” 


As for a personality conflict on 
Buick: “Nothing could be farther 
from the truth than to say there 
was any personality conflict be- 
tween me and Ragsdale. As a mat- 
ter of fact, my fellows tell me he 
spent the first half-hour telling 
them what a helluva guy I am. The 
whole thing has been completely 
courteous on both sides.” 


a Why did Buick leave? 

Mr. Ellis said a newspaper ac- 
count had “summed it up nicely 
by saying something to the effect 
that when a business is down some 
people think a new agency can 
solve the problem.” 

The remaining GM business in 
the agency? 

“So far as I know the other GM 
accounts here are going to stay. 
They’ve been checked—at least the 
major ones have—and they’ve in- 
dicated they’re staying. 

“No termination date has been 
set by Buick. This is a mutual thing 
—they’ll go when it is convenient. 
Our Buick ads are set for three to 
four months ahead, at least for 
magazines.” 


Last Minute News Flashes 


Wurlitzer Moves to Clinton E. Frank 


Cuicaco, Dec. 20—Clinton E. Frank Inc. has been appointed to 
handle advertising for the Rudolph Wurlitzer Co., manufacturer of 
pianos and organs, effective Jan. 1. An expanded ad and promotion 
campaign is scheduled to start April 1. The current agency is Shoaf 
Advertising Agency, Dixon, II]. 


Stegmaier Beer Switches to Calkins & Holden 


WrtkeEs-Barre, Dec. 20—Stegmaier Brewing Co. has moved its ac- 
count from McCann-Erickson to Calkins & Holden, both New York. 


Blaine-T hompson Gets Claridge Food Account 


F.usuinec, N. Y., Dec. 20—Claridge Food Co. has named Blaine- 
Thompson to handle its canned meat and frozen food advertising, effec- 
tive immediately. Ralph D. Gardner Advertising had Claridge frozen 
food products and Cayton Inc. had handled canned meat products. 


Rolls-Royce Names Ogilvy, Benson 

New York, Dec. 20-—Rolls-Royce Inc. has appointed Ogilvy, Benson 
& Mather to handle advertising for Rolls-Royce and Bentley cars in the 
U. S. The agency said the account will bill in excess of $100,000. It de- 


nied that there was any “indecision” about accepting the account (AA, 
Dec. 16). P 


Bennett, Shugert Join Katz as VPs 


New York, Dec. 20—Harry W. Bennett Jr. and Charles W. Shugert 
have joined Joseph Katz Co. Formerly exec vp and account supervisor 
at Bryan Houston Inc., Mr. Bennett is senior vp and chief administra- 


The Kudner Story 


tive officer of the New York office. Mr. Shugert joins the agency as 
vp and director of marketing from Benton & Bowles, where he was vp 
and account supervisor. Harry Kullen continues as exec vp of the agen- 


James Hervey Stewart Ellis got 
his first advertising experience 
selling outdoor in his native Indi- 
ana, He was a student at the Uni- 
versity of Virginia in 1912 and 
1913, ultimately got a degree from 
the University of Chicago. He 
latched on in the advertising busi- 
ness with A. W. Shaw Co. (becom- 
ing part of the fabulous group of 
Shaw alumni which included the 
late Philip W. Lennen, James W. 


Your: and Edwin Cox), got his 
first ency job with William H. 
Ran! Co. in Chicago, where he 


later became a vp. He moved over 
to Erwin, Wasey & Co. in 1929, 
pulled out with Kudner as copy 
chief in 1935. In 1942 he was elect- 
ed exec vp of Kudner, became 
president in 1944, and was presi- 
dent and general manager of Kud- 
ner Agency, which was the succes- 
sor of Arthur H. Kudner Inc. 


s The Kudner agency sprang into 
being on Sept. 30, 1935, with some 
$10,000,000 in commissionable bill- 
ings, including the Buick account 
and General Motors institutional 
advertising. 

The other accounts which the 
agency counted in its fold were 
Goodyear, Fisher Body, National 
Distillers, the two Koppers Coke 
companies, Anchor Line, Standard 
Air Conditioning and True Story 
radio. 

At the time Arthur H. Kudner 
shepherded this flock of accounts 
into his new agency, he had just 
resigned as president of Erwin, 
Wasey & Co. His resignation had 
terminated a 19-year business as- 
sociation and partnership with Lou 
Wasey and Owen Winters. 


s Arthur Kudner, a graduate of 
the University of Michigan, came 
to advertising in a roundabout way. 
He started out singing in grand 
opera and barnstorming the coun- 
try selling circulation ideas to 
newspapers before he finally joined 
the Detroit Free Press. He rose 
rapidly there to the position of star 
reporter. It was at that time that 
he came to the attention of adman 
Ralph Estep, then with the old 
Cheltenham agency in Chicago. He 
offered the young Kudner a better 
salary to come to Chicago. Soon 
Arthur Kudner was turning out 
highly acceptable copy for Pack- 
ard, Ingersoll watches, Mennen 
shaving cream and other national 
accounts. 

About then Erwin, Wasey was 
looking for someone to do Good- 
year copy and settled on Kudner. 
He was hired Aug. 1, 1916—one 
year after Erwin, Wasey had been 
founded—at the then munificent 
salary of $7,500 a year. 


cy. 


Tausig Joins P. Lorillard Ad Staff 


New York, Dec. 20—Tom Tausig, formerly director of programs for 
Station WTOP-TV, Washington, has joined P. Lorillard Co. as assistant 
director of advertising, a newly created position. Manuel Yellen, vp 
and director of advertising, said the appointment was made as part 
of Lorillard’s plans for an expanded advertising and marketing pro- 
gram in ’58. Before his tv affiliation in Washington, Mr. Tausig was 
with Young & Rubicam and Ted Bates & Co. here. 


CBS Buys WCAU Stations for $20,000,000 


PHILADELPHIA, Dec. 20—Columbia Broadcasting System has pur- 
chased WCAU, WCAU-TV and WCAU-FM from the Bulletin Co. for 
$15,600,000. An additional $4,400,000 will be paid to the Bulletin Co. for 
the radio-tv land and buildings. CBS said there would be no changes in 
management or personnel at the stations, which are affiliated with CBS. 
The Bulletin said its working relationship with the stations, including 
| the “Bulletin Forum,” will be continued. Subject to the usual FCC ap- 
| proval, this transaction brings CBS to the full ownership limit for radio 
and tv stations. 


Davies, Ex-VP at Erwin, Wasey, Joins C4W 

New York, Dec. 20—Frank Davies, an account supervisor at Erwin, 
Wasey & Co.—who on the day of the merger with Ruthrauff & Ryan 
was appointed a vp and then promptly resigned—has joined Cunning- 
ham & Walsh as senior marketing group head. He had been on the 
Barbasol and Campana accounts. 


Copley Press Sells KPOC; Other Late News 


e The Copley Press Inc. has completed the sale of KPOC, Los Angeles 
tv station, to a syndicate headed by Bing Crosby for $4,000,000. The 
Federal Communications Commission, which had held up approval of 
the sale for several months pending a request for an investigation by 
the National Assn. for Better Radio & Television, authorized the sale 
Dec. 11. Copley has no other television holdings. 


e Walter P. Smith, formerly advertising manager of Olympia Brew- 
ing Co., Olympia, Wash., has joined Tidewater Oil Co., San Francisco, 
as supervisor of sales promotion. Mr. Smith will supervise Flying A 
gasoline promotion, while F. L. Frost will continue to handle eastern 
division sales promotion. 


e Phil Williams has resigned as eastern spot sales manager for Ziv 
Television Programs to become vp in charge of syndicated sales for 
ABC Film Syndication, New York. He replaces Don Kearney, who left 
ABC Film to take the post of director of sales for Corinthian Broad- 
casting Corp., New York. 


e Decision has not been reached yet on whether or not advertising of 
the Aer-O-Sol division of Bridgeport Brass Co. will remain at Hazard 
Advertising or move to Wesley Associates, agency for Shulton Inc. Sale 
of the Bridgeport division to Shulton was announced earlier, with con- 
summation slated for Feb. 1. 


Breathinbra, Pliantform 

Sue Maiden Form Bra Co. 
Breathinbra Inc. and Pliantform 

Foundations Inc., makers of 

Breathin bras, have filed a tem- 


Smith & Greenland, New York, 
handles Breathinbra and Norman, 
Craig & Kummel, New York, is 
the agency for Maiden Form. 


porary injunction suit in New York 
supreme court to restrain Maiden 
Form Brassiere Co. from advertis- 
ing its bras with the words 
“breathing bra” or variations there- 
of. The two companies complain 
that Maiden Form has not only 
used their name as copy but has 
gone on to say that Maiden Form 
bras “are the first and only breath- 
ing bras which are firm where 
there should be firmness.” 

A permanent injunction and 
damages are being sought by 
Breathinbra and Pliantform. Gore, 


Hazel Bishop, Reemack 
Arbitrate TV Contract 


Hazel Bishop Inc. and Reemack 
Enterprises Inc., producer of “The 
Original Amateur Hour,” are in- 
volved in an arbitration proceeding 
concerning termination of Hazel 
Bishop’s sponsorship of the tele- 
vision show. The dispute concern- 
ing cancellation of the show is to 
be argued before the American Ar- 
bitration Assn., according to a pro- 
vision in the contract signed by 
Reemack and Raymond Spector 
Co., agent for Hazel Bishop. 
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Audit Bureau Okays 
Talks with NIAA on 
Better Media Data 


Cuicaco, Dec. 20—Walter P. 
Lantz, board chairman of Audit 
Bureau of Circulations, has sug- 
gested to R. C. Sickler, board chair- 
man of National Industrial Adver- 
tisers Assn., that representatives 
of the two organizations meet to 
discuss methods of providing more 
complete qualitative media data. 

“ABC notes NIAA’s reported of- 
fer to assist other groups in work- 
ing out methods of providing more 
complete qualitative media data,” 
Mr. Lantz said in a telegram to Mr. 
Sickler. “ABC’s objectives,” Mr. 
Lantz added, “are to audit and re- 
port circulation facts enabling 
quality as well as quantity to be 
established. Representatives of 
ABC will be glad to meet with rep- 
resentatives of NIAA to discuss.” 

Mr. Sickler said a week ago, 
when he announced NIAA had 
abandoned its Media Data File 
(AA, Dec. 16), that NIAA had a 
good deal of experience and infor- 
mation to offer anyone genuinely 
interested in providing more com- 
plete data, and that it would be 
willing to assist any other groups, 
publishers or association in work- 
ing out a method of providing ad- 
vertising space buyers with qual- 
itative media information. 


s ABC recently decided to provide 
some auditing of fixed free distri- 
bution of ABC business papers, 
(AA, Dec. 9, 16), but it will not 
provide occupational or geograph- 
ical breakdowns of this unpaid dis- 
tribution. Since NIAA is on record 
as favoring such a breakdown, it is 
believed here, among some NIAA 
members, that an exploration of 
this matter by groups representing 
the two organizations might be 
fruitful. 

Mr. Sickler, manager of product 
group advertising, E. I. du Pont 
de Nemours & Co., could not be 
reached for comment. # 


G. S. Brumback, 
Veteran Hearst 
Adman, Dies at 73 


San Francisco, Dec. 18—George 
S. Brumback, 73, ad director of the 
San Francisco Examiner, died of a 
heart attack at his home here Sun- 
day. 

A native of St. Louis, Mr. Brum- 
back joined the Examiner in 1935 
as a retail advertising manager. 

He joined the Hearst newspapers 
first in 1925 as a space salesman for 
the Los Angeles Examiner. He be- 
came head of the merchandising 
service department there and later 
was director of merchandising and 
classified advertising manager. 


® He was retail advertising man- 
ager of the San Francisco Exam- 
iner for 15 years before being ap- 
pointed advertising director in No- 
vember, 1950. 

During his career Mr. Brumback 
was associated with the Advertis- 
ing Salesman, Minneapolis Journal, 
Minneapolis Tribune, St. Paul Dis- 
patch and Long Beach Telegram, 
as well as the two Examiners, # 


‘Confidential’ Fined 

Confidential and Whisper have 
been found guilty of conspiring to 
publish obscene matter and fined 
$5,000 each by superior court 
Judge H. Burton Noble, Los An- 
geles. The judge previously dis- 
missed felony conspiracy indict- 
ments against the two magazines, 
three other corporations and 11 
individuals when the publications 
agreed to a new format—sans ex- 
posé emphasis (AA, Nov. 18). 
Both defense and prosecution had 
agreed in advance not to appeal 
the decision. 
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Lily Revises 
but Continues 
‘Plan Man’ Push 


(Continued from Page 3) 

to your problems. . . Just write,” 
etc. 

The Lily campaign runs in ap- 
proximately 50 trade publications 
in the paper, dairy, chain store, 
drug, restaurant, institutional, hos- 
pital, public health, soft drink, 
vending, brewery, school, dental, 
grocery and paint fields. Copy is 
tailored in each ad to apply to each 
of the various industries. 

Versions of this campaign also 
run in three general business pub- 
lications (Business Week, Nation’s 
Business and Wall Street Journal) 
and two new books (Newsweek 
and U.S. News & World Report). 
The aim here is (1) to reach the 
level of management that deter- 
mines the type of food, beverage 
and vending service used by a 
company, (2) to build a corporate 
image and (3) to form a stepping 
stone into a consumer campaign. 


® Lily firmly believes that pack- 
aging is its big growth field and is 
pushing its containers (about 500 
sizes in all) for just about any 
product that is containable— 
whether it be oysters, nuts and 
bolts, ice cubes or paint. 

Some encouraging success stories 
have been the result. Examples: 

Dannon Milk Products, Long Is- 
land City, reports its yogurt sales 
zoomed 200%-300% immediately 
after switching from a glass to a 
paper container. 

In Charlotte, N.C., Sealtest found 
that when it tied in with the Lily 
plan for sour cream, sales went up 
350%. 

These two particular packages 
have paper lids, but Lily is also 
whooping it up for its plastic lids, 
which enable the customer to see 
just what’s inside. Roszell Dairy, 
Decatur, Ill., claims its sherbet 
sales ran up 500% when it 
switched from a paper lid to a 
plastic one. 

Food Fair, Philadelphia, which 
had been using an all-plastic con- 
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HARD WORKER—The “man with the 

Lily plan”—the symbolic figure in 

Lily Tulip Cup Corp. ads—will be 

continued into 1958. This ad will 

appear in November issues of pa- 
per trade books. 


tainer, found that sales increased 
25%-30% two or three weeks after 
it started using a paper container 
with a plastic lid for its perishable 
products. 


= One of the advantages of the 
paper container, according to Lily, 
is that people feel a product is 
fresher—delivered more frequent- 
ly—when it is in a paper container 
than when in glass. Also, a paper 
container, unlike glass or plastic, 
can be printed with bright designs 
and colors, thus achieving better 
brand identification, the company 
believes. 

Lily’s policy of helping its cus- 
tomers market their products got 
its start back in the depression days 
when dairymen were dumping 
their milk, or feeding it to cattle 
and hogs, rather than send it to 
market. Someone suggested turn- 
ing the surplus milk into cottage 
chese; today, thanks to imagina- 
tive packaging and promotion, cot- 
tage cheese sales are nearly half 
a billion pounds annually. 

Through the years Lily has 
worked up an extensive cottage 
cheese promotion, including a Len- 
ten promotion kit which includes 
bottle collars, handbills, window 


per 
thousand’ 


A food processor buys a thousand viewers for just 38c on 
KCRG-TV. (Sure we’// te// you who.) 


KGRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern towa 
The Cedor Rapids Gazette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 
*Based on November ARB Telephone Coincidental Survey. 
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streamers, two-carton sleeves and 
tie-in shelf talkers, plus newspa- 
per mats, publicity, radio and tv 
scripts and contest ideas. Six 
Easter basket containers are of- 
fered, with the idea that they can 
be re-used for children’s. games, 
plants, etc. 


s Among other major Lily pushes: 
the Big Drink program for milk 
shakes; a school lunch program, 
boosting milk sales, and a sour 
cream push which applies the les- 
sons Lily learned in promoting cot- 
tage cheese (AA, Nov. 28, ’55). 

Grey Advertising is the Lily 
agency. # 


Coming 
Conventions 


*Indicates first listing in this column. 

*Jan. 3, 1958. American Marketing 
Assn., Toronto chapter, annual Marketing 
for Management Seminar, Hart House, 
University of Toronto. 

*Jan. 14, 1958. Advertising and Sales 
Club of Toronto, 12th annual Sales Man- 
agement Conference, Royal York Hotel, 
Toronto. 

Jan. 17-18, 1958. Midwestern Advertis- 
ing Agency Network, Bismark Hotel, 
Chicago. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel 
del Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

Feb. 21-22, 1958. Northwest Daily Press 
Assn., 39th annual meeting, Hotel Radis- 
son, Minneapolis. 

Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

March 3-4, 1958. New England Newspa- 
per Advertising Executives Assn., winter 
meeting, University Club, Boston. 

March 9-16, 1958. Assn. of Railroad Ad- 
Mayflower Hotel, 
Washington, D. C. 

1958. Associated Business 
Publications, annual eastern conference, 
Hotel Roosevelt, New York. 

April 16-17, 1968. Point-of-Purchase 
Advertising Institute, Hotel Sheraton- 
Astor, New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, 
The Greenbrier, White Sulphur Springs, 
WwW. Va. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Ho- 
tels, Los Angeles. 

*April 30-May 2, 1958. Sales Promotion 
Executives Assn., first national conven- 
tion, Hotel Roosevelt New York. 

*“May 4-7, 1958. National Newspaper 
Promotion Assn., national convention, 
Penn-Sheraton Hotel, Pittsburgh. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, annual meeting, 
Hotel, Toronto. 

May 25-28, 1958. Associated Business 
Publications, spring conference, The 
Homestead, Hot Springs, Va. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, 
Chase-Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., summer meet- 
ing, The Broadmoor, Colorado Springs, 
Colo. 

*Aug. 13-14, 1988. 3rd Annual Circula- 
tion Seminar for Business Publications. 
Edgewater Beach Hotel, Chicago. 

Sept. 10-12, 1958. Direct Mail Advertis- 
ing Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Oct. 5-9, 1958. Outdoor Advertising 
Assn. of America, Hotel Sherman, Chi- 
cago. 

Oct. 20-21, 1958. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 


Royal York 


Oct. 20-21, 1958. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 23-24, 1958. Audit Bureau of Circu- 
lations, 44th annual meeting, Drake Ho 


tel, Chicago. 


Gruber Predicts 
Record Year for 


Cigarets in 1958 


(Continued from Page 3) 
cline of non-filter regular size cig- 


arets, which until 1938 represented . 


more than 98% of all cigaret sales, 
and which now account for only 
about 37%; the decline of non- 
filter king-size cigarets from al- 
most 30% of all sales in 1954 to 
20% or less today; the develop- 
ment and rise in sales of filter cig- 
arets from less than 1% in 1951 
to approximately 40% of the mar- 
ket now; and the growth of the 
new menthol market, which was 
less than 4% of total sales two 
years ago, and now is an estimated 
71%. 


# “The increased use of new pack- 
aging styles anc designs in both 
the standard cup pack and crush- 
proof box,” he says, represent an- 
other major innovation in the in- 
dustry. The crush-proof box, he 
says, “is now used by 13 brands ac- 
counting for about 15% of all cig- 
arets made, compared with about 

% last year.” 

Regarding 1957, Mr. Gruber says, 
it is likely to go down in business 
history “as the year the cigaret 
industry met its greatest setbacks, 
yet scored its most significant 
gains. 

“Beset on all sides by the con- 
tinuing health controversy, con- 
gressional hearings, relatively 
slower population gains among the 
heaviest smoking age group, due 
to low birth rate in the 1930s, and 
rising costs, the industry expand- 
ed by at least 5%, enjoyed record 
sales (minimal industry estimate— 
410 billion cigarets), and generally 
brought in substantially improved 
earnings for the first nine months, 
with fourth quarter figures (not 
yet available) expected to follow 
this trend,” he said. 

“Since many of the factors that 
made 1957 successful,” Mr. Gruber 
says, “were born in the industry’s 
laboratories, the emphasis in 1958 
should be more strongly than ever 
on research—in the marketplace 
and in the laboratories—to deter- 
mine exactly what smokers want 
and to give it to them.” # 


Jaqua Co. Adds Zarker Co. 
as New Detroit Branch 

Jaqua Co., Grand Rapids, Mich., 
has established a Detroit branch— 
the former Zarker Advertising Co., 
with offices in the Penobscot Bldg. 
Heading the new 
branch will be 
Russell W. Zark- 
er, founder of 
Zarker Co.; Wil- 
liam V. Benjamin 
and Donald E. 
Stewart. 

Mr. Zarker was 
a vp of Grant 
Advertising and 
an account exec- 
utive with N. W. 
Ayer & Son be- 
fore forming his own agency in 
1953. Mr. Benjamin has been with 
D’Arcy Advertising Co. in St. 
Louis. Mr. Stewart recently was 
with the ad department of the Lin- 
coln division of Ford Motor Co. 


Russell W. Zarker 


Research Company Formed 

Motivation Analysis Corp. has 
been formed at 343 W. 58th St., 
New York, to do research in human 
behavior for business, industry 
and institutions. Formed by Gar- 
rick Williams, president, Joseph 
Ressner, vp, and Thomas Johnson, 
secretary-treasurer, the company 
is especially interested in studies 
of the American Negro as a con- 
sumer. Fees begin at $1,500 for pi- 
lot studies and from $4,000 for 
more extensive field studies. 
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Merchandising Ideas 


Offers Dispenser 


e To promote consumer sales of 
its hand lotion, Bristol-Myers Co. 


currently is offering a pump dis-| 


penser top with a medium size, 5 
oz. bottle of Tru- 
shay at no ad- 


retail price re- 
mains 49¢, plus 
tax. This special 
promotion has 
been timed to 
coincide with the 
winter sales sea- 
son, To facilitate 
handling at both 
the wholesale 
and retail levels, 
the dispenser 
pump is equipped 
with a_ simple 
locking device 
which successfully eliminates spill- 
age. A bold “collar” spells out 
details of the offer at point of 
sale. 


Publishes ‘Fact Finder’ 


e Pennsylvania Power & Light 
Co., Allentown, has distributed to 
its 7,000 employes a wallet size 


booklet, the “PP&L Fact-Finder,” | i 


which gives, in a nutshell, essential 
information on the company and 
the electric industry. W. H. Rod- 
gers Jr., PP&L ad and publicity 
manager, reports that so much 
curiosity about the “Fact-Finder” 
has been shown by people outside 
the company that industrial execu- 
tives, civic leaders, elective offi- 
cials, educators, newspaper editors 
and others in the company’s 10,- 
000-mile area, will be sent a copy 
as a reference and as a guide in 
their own employe communica- 
tions. 


73 Reasons for P.O.P. 


e Copeland Displays, New York, 
has put out a fold-out brochure, 
“All you need to know about 
Point-of-Purchase,” which lists in 
reference style, 73 reasons for 
using and ways to use point of 
purchase. The brochure is avail- 
able from Copeland, 537 W. 53rd 
St., New York. 


Calendar Depicts Change 


e Graphic arts promotion and 
production executives in major 
corporations received a unique 
Christmas calendar this year from 
Raleigh Lithograph Corp., New 
York. The illustration for each of 
the 12 months is of the same farm 
landscape, depicting the subtle 
changes effected by nature as the 
year progresses. Robert O’Dell, 
promotion art director of House 
& Garden, designed the calendar, 
which is bound in gold-stamped 
book cloth. 


Marbon Plays Santa 


e Capitalizing on the Christmas 
season theme to introduce a new 
the Marbon Chemical 


product, 


ditional cost. The | 


division of Borg-Warner Corp., 
Gary, Ind., sent out to business 
executives a Christmas stocking 
filled with a pair of child’s roller 
skates constructed of new plastic 
Cycolac resin. The enclosed pro- 
motional literature explained that 
the skates were made by one of 
Marbon’s customers, Manning Mfg. 
Corp., Chicago, and illustrate the 
“infinite possibilities of a wonder- 
ful new plastic material.” Also 
included in the stocking was a 
booklet, “10 reasons why Cycolac 
is suitable for hundreds of differ- 
ent end-use products.” 


Kit Tests Soil 


e Alert to the building boom that 
has presented new home owners 
with the problem of coaxing an 
attractive growth of grass from 
new lawn areas, the Moto-Mower 
division of Detroit Harvester Co. 
is offering a soil testing kit with 
its 1958 models. The kit includes 
laboratory test tubes, testing chem- 
icals and directions for use, all 
packed in a storage carton. The 
new line of Moto-Mowers and 


SOIL TESTER—Moto-Mower division 

of Detroit Harvester is giving this 

soil testing kit as an inducement 
to buy a 1958 power mower. 


accompanying soil test kit will be 
promoted as a double-barreled ap- 
proach to lawn care: The kit to 
create a beautiful lawn or provide 
information for improving a lawn, 
and the power mowers to keep it 
beautiful. 


Briles Tours in Helicopter 


e Dramatizing the development of 
a new design for nuts and bolts 
could be a tough assignment, but 
Briles Mfg. Co., El Segundo, Cal., 
did it with a flair in a whirlwind 
9,000-mile helicopter tour of the 
U.S., demonstrating its latest 
product advancement—the Multi- 
tork recess head design. Last 
July Briles purchased a Ranger 
helicopter from Bell Helicopter 
Corp., Fort Worth, and added some 
special rigging to the skid landing 
gear, converting the helicopter into 
a self-contained demonstration 
unit. Several months later after 
an announcement ad had appeared 
in trade journals, Pilot John 
Simone took off from Los Angeles 
with President Paul Briles, Gen- 


TAPE TRINKETS— 
Ampex Corp. 
highlighted a 
five-piece direct 
mail promotion to 
introduce its new 
magnetic tape 
with these three 
three - dimen- 
sionals made of 
the tape. The 
other two pieces 
were self mailers 
containing tech- 
nical data. 


) 


P. Briles 


F. Briles 


De Zemplen 


Simone 


WHIRLYBIRD TOUR—Pilot John Simone prepared to take off on a 9,000 

mile helicopter tour to introduce a new bolt design for Briles Mfg. 

Co. Ready for the journey are Briles officials, F. S. Briles, Paul 
Briles and Max De Zemplen. 


eral Sales Manager Max De Zem- 
plen, a large quantity of sales 
literature and baggage. 

The helicopter returned to Los 
Angeles 30 days and 28 product 
presentations to major aircraft 
manufacturers later. Besides sav- 
ing several weeks’ time, the heli- 
copter’s ability to land literally 
at the customer’s doorstep was of 
considerable prestige value, ac- 


cording to Mr. De Zemplen. Mr. 
Briles reports the opportunity to 
ride in the helicopter following 
the sales presentation often proved 
an inducement to attract top level 
executives to the demonstration. 
Back in California, Briles execu- 
tives will continue to use the 
whirlybird for sales promotion 
work and as an executive transport 
for customer calls. 


'|Each Segment of Ad Cost Spectrum Has Its 


Place, Says Bolte, Hitting Cost per 1,000 


(Continued from Page 3) 


tial relationship extend to your 
media operation?” 


e 2. “Give the media representa- 
tives who call upon you every 
scrap of information that does not 
violate a client’s confidence and 
that will help media representa- 
tives prepare what, in their judg- 
ment, is the most effective pro- 
gram or schedule available to 
achieve the client’s objectives.” 


e 3. “If you do not have the au- 
thority to release this basic in- 
formation, arrange an entree for 
the media representative with an 
executive in your agency who 
does.” 


s A stoppage of a free flow of 
such information, the B&B execu- 
tive said, impedes the time buyer 
and impairs the effectiveness of 
the agency. 

Mr. Bolte began his speech with 
an analysis of the topic, “Why 
Clients Seem Peculiar.” 

The reason is, he explained, 
because, though not a human 
being, a corporation “is a complex 
entity, whose actions and decisions 
also are affected by sub-surface 
factors.” 

A corporation “is made up of 
a finance division, a manufactur- 
ing division, an administrative 
division, a sales division, an ad- 
vertising division, a sales promo- 
tion division, a research division, 
a product development division 
—and a host of subdivisions there- 
of. 


s “Corporate personalities vary in 
direct relation to the relative 
strengths and weaknesses of these 
divisions in association with each 
other. One corporation may be 
extremely trade promotion con- 
scious because of the strength and 
influence of that division. Another 
may be extremely profit minded 
because of the strength and influ- 
ence of its financial department. 
And a third may be extremely 
advertising minded because of the 
power and influence of its con- 
sumer marketing and advertising 
executives,” he said. 

And further, Mr. Bolte noted, 
the relative strength of these vari- 
ous factions within a company 
may change from day to day. 

Clients also, Mr. Bolte said, are 
characterized by the desire to be 


objective. 


“By nature a corporation is 
subjective,” he said. “By this I 
mean that because a client knows 
his corporate structure and his 
own products so intimately, he is 
inclined to make decisions on this 
knowledge rather than from a dis- 
passionate, detached viewpoint. 

“Clients recognize this problem, 
and for this reason they employ 
many types of organizations to 
help them become objective about 
themselves. As a prime example, 
management consultants flourish 
today because they bring to Ameri- 
can industry objectivity about 
their problems and _ corporate 
selves,” Mr. Bolte said. # 


‘Area Trend Series’ 
Charts Shifting of 
Retail Sales Gains 


WASHINGTON, Dec. 17—A new 
publication of the Department of 
Commerce showed today that sales 
for downtown business districts 
increased an average of only 1.6% 
between 1948 and 1954, while sales 
for the metropolitan areas as a 
whole were up 32.2%. 

The information on central busi- 
ness district conditions is con- 
tained in the first of a new “Area 
Trend Series” of publications 
which have been prepared by the 
office of area development. The 
13-page pamphlet (10¢ from the 
Government Printing Office or 
Commerce Department field of- 
fices) is a summary of the geo- 
graphic shifts in retail sales growth 
within 45 large metropolitan areas, 
based on data from business cen- 
suses of 1948 and 1954. 

The pamphlet shows that central 
city growth varied widely. In 
15 areas, central cities experi- 
enced declines of as much as 16%, 
while 33 others had increases rang- 
ing as high as 33%. # 


American Research Merges 
With Gould, Gleiss & Benn 

American Research Service, Los 
Angeles, market research compa- 
ny, has been merged with Gould, 
Gleiss & Benn, management con- 
sulting and market research com- 
pany, with offices in Chicago, Los 
Angeles and San Francisco. Robert 
Biggs, president of American Re- 
search, has joined Gould, Gleiss 
as a vp in the company’s Los An- 
geles office. 


ARB to Start 
Testing ‘Instant’ 
Rating in N. Y. 


(Continued from Page 3) 
ex’s overnight telephone ratings— 
are expected to be available as of 
Feb. 1. ARB will charge N. Y. sta- 
tions from $850 to $2,700 a month 
for its Arbitron reports; the high- 
er a station’s card rate, the higher 
its price for the service. The seven- 
city ratings are being offered to 
networks at $6,000 a month. These 
area ratings will cover viewing in 
New York, Chicago, Philadelphia, 
Detroit, Cleveland, Baltimore and 
Washington. A 600-home sample 
will be used. 

Mr. Seiler said national ratings 
covering a 1,200 sample could be 
made available by about Jan. 1, 
1959. This time table, he indicated, 
might be speeded up if there were 
enough industry support to war- 
rant a “crash program.” 

Though there are many factors 
still to be worked out, the esti- 
mates are that this national serv- 
ice could be provided at a price 
that is more or less competitive 
with what the A. C. Nielsen Co. is 
asking the tv networks under its 
revised schedule. 


a The nctwork research bosses 
have indicated unofficially that 
they would welcome some compe- 
tition for Nielsen in the field of 
automatic measurement of set tun- 
ing. All of them are appalled at 
the price increase they are being 
asked to pay for Nielsen’s tv 
service starting next year, but no- 
body has hinted that he plans to 
try to get along without Nielsen 
data. 

If it’s an automatic measurement 
of tuning the networks want on a 
national basis, Nielsen remains the 
only source of supply at the mo- 
ment. 

ARB officials report a great deal 
of interest in Arbitron ratings, but 
no subscribers have signed as yet. 
They say they are not pushing 
for subscribers until the system has 
been tested. 

Agencies subscribing to the cur- 
rent ARB diary-based reports in 
140 markets will get the first Arbi- 
tron ratings for New York, Chicago 
and Los Angeles as a part of their 
regular service on a trial basis. 

If this ultra-modern method for 
tv measurement proves success- 
ful, diaries, which now provide the 
raw material for ARB national and 
local ratings, will be relegated tc 
a back seat position. Their role 
will become one of providing audi- 
ence composition and other corol- 
lary national data, and local rat- 
ings in medium-size markets where 
electronic measurements are not 
economically feasible. + 


Oakleigh French Takes on 
Additional NAAN Duties 
Oakleigh R. French, chairman of 
the board of directors of French & 
Shields, St. Louis, and managing 
director of the National Advertis- 
ing Agency Network, has assumed 
the duties of executive secretary of 
the network, succeeding in his ad- 
ditional NAAN post the late Frank 
G. Japha, who died Nov. 4. Mr. 
French founded the network in 
193°. Mr. Japha, also one of the 
network organizers, was executive 
secretary from 1949 until his death. 


Hyde Adds Publisher Duties 

Hugh M. Hyde has been named 
publisher of American Exporter 
Industrial, New York, including the 
Spanish edition El Ezxportador 
Americano Industrial. He joined 
American Exporter Publications in 
June, 1956, as vp and publisher of 
Automotive World, which positions 
he continues to hold. 
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Togetherness inspires her buying decisions... 


a Oe ee ee kee ee 


aa 


Planning for the new arrival 


The new arrival means lots of new purchases in the Baby Department . . . and lots of other 
related purchases, too. The whole family enjoys the fun of shopping together for such an 
important event — but here again, it’s Mother who makes the buying decisions. 


McCall 
The magazine of Togetherness, reaching more than 5,200,000 families... C a S 
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